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gy News from America’s biggest publisher of home-and-family ideas: 

& Now you can buy advertising space in 5 7 

- Better Homes & Gardens IDEA ANNUALS = ™ 
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| On Sale: Jan 


© Estimated Sales. 180,000 
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Closes December 13, 1957 & ¢ 
On Sale feb 19. 1958 
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Closes: October 15, 1957 
On Sale: Dec. 18, 1957 
Estimated Sales: 250,000 
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Closes: July 15, 1957 
On Sale: Sept. 18, 1957 
Estimated Sales: 475,000 


Closes August 15, 1957 
On Sale: Oct. 18, 1957 
Estimated Sales. 575,000 
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@ BH&G Idea Annuals are an extension of 
BH&G's editorial genius for giving home lovers 
what they want: exciting, attainable ideas 
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ach is a storehouse of ideas and information 
on a particular subject. The idea-hungry 
readers of these specialized BH&G books are 
ly to turn their dreams into plans. And 
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they're in a do-it-now buying mood. 

BH&G Idea Annuals all have established 
rate bases, proven circulation totals. They’re 
sold at an average of 50,000 newsstands and 
countless book stores. Your BH&G representa- 
tive has rates, rate bases and closing dates 
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Meredith Publishing Company, Des Moines 3, lowa 


America's biggest publisher of IDEAS for today's living and tomorrow's plans 


a Togetherness inspires her buying decisions... 
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Venu Motivation 


Red meat used to be considered primarily for “he-men s4ut today a woman pure hases more 


meat than ever and serves it regularly, not only because her husband likes it, but because 


it’s good nutrition for her growing family. (And it has a deserved place in sensible reduc 


ing diets ) He re agaln, Togetherness INSpires hie I buying dec IS1On 
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The magazine of Togethernes reaching more than 4,760,000 families... UA 
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THE 


LANDING 


STR\ 


as seen by 


JOHN BURGOYNE 


W. don't lay any claim to being a 
style authority, but we do want to 
speak out in favor of those new 
hats all the gals are sporting these 
days. They don’t look very nice, 
but they do present some features 
that are right handy in a chapeau 
They're obviously designed to keep 
the rain off the gal and that means 
she doesn't need an umbrella to put 
people’s eyes out with on the side 


/> + 


walk. It may slow her progress a 


little, but the insurance people feel 
more comfortable 


Tissue maker we know had a bad 
cold recently and once, in = mid 
couldn't get the 
out of the box fast enough The 


sneeze, he tissue 
results of that accident were a fit 
of temper and the decision to do 
So he developed 
i new box with a better delivery 


something about it 


He put it on the market and things 
were going good, but he wondered 
how it was standing up with the 
competition. He arranged a Bur 
goyne survey in Phoenix, Roanoke 
and South Bend and found out 
what he needed to know Then he 
could plan his advertising and pro 
motion intelligently and everybody 


was happy 


Burgoyne doesn't pive advice, he 
comes up with facts. If you want 
to know about something, bellow 


for Burgoyne 
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PART | OF TWO PARTS 


HIGHLIGHTS 


COMPETITION IN THE PUBLIC INTEREST 


The young management team at Kaiser Aluminum has shown 
all the speed and flexibility of old Henry J. This is the 
fascinating story of how they took their new quilted aluminum 
foil out of the test-market stage and got it in national distribu- 
tion in 90 days in a race to meet a TV advertising deadline. 


LOOK FOR EMOTIONAL BLOCKS 


Many men who seem well qualified for selling fall below par 
in performance. What's the trouble? Chances are it is explain 
able in terms of attitude, morale, or idea pattern which have 
caused a drift-away from tested selling principle. The author 
explains how to spot trouble and suggests ways to solve it. 


STOCKHOLDERS TO ASK TOUGH QUESTIONS 


BORN: 


When it’s question time at your annual stockholders’ meeting 
could you take the chair or could you coach your chairman to 
answer the tough questions that will be put to the president of 
General Motors on May 25, “Is what’s good for Curtice, good 
for GM 2?” Or to Paul M. Hahn, president, American ‘Tobacco 
Co., on April 4, “Why should incentive bonuses be calculated 
on the basis of net profits that include sale of a railway spur?” 


A NEW INDUSTRIAL ADVERTISER 


‘‘A year ago we set ourselves a goal of tripling sales of CreZon,”’ 
industrial sales, Crown Zellerbach Corp., “and 
attained it. ‘This year we expect to double last year’s sales.”’ 
How could you help CreZon’s sales chief to secure national 
distribution and acceptance even faster than now planned ? 


sayS manager, 


A NEW BREAK FOR HOME BUILDERS 


‘Three new groups, plus one old-timer, are making news in the 
construction materials field. If you have a product that goes 
into new building or remodeling, you may find the services of 
these display groups helpful in winning preference for your 


product from architects, builders, and home owners. 
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SALES MANAGEMENT, with which Is Incorporated PROGRESS, Is published the first and third Fridey of 


every month, except In May 


Address mail to 386 rth Avenue, New York 


September and November when a third Issue is published on the tenth of 
the month. Affillated with Bll! Brothers Publishing Corp. Entered as second class matter May 
at the Post Office, East Stroudsburg, Pa. under 
M4 North Crystal ‘St., East Stroud urg, Pa. 


SALES MEETINGS, Part |! of Sales Management, is issued six times « 


77, 1942, 
@ act of March 3, 1879. Publication (printing) offices, 


year—in January, March, May, 


July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pe., 
WaAlnut 3-1788; Philip Harrison, General Manager: Rober? Latwin, Editor. 


SALES MANAGEMENT 


THE MADNESS OF ADVERTISING BIGNESS 


Sales Management's editor and publisher, Philip Salisbury, 
predicts: “The biggest bonus dividends will go to those advet 
tisers who pay the least attention to the numbers game and the 
most attention to such ‘firsts’ among media as fresh ideas or 
improved ways of executing old ideas.” 30 


want 
enthusiastic 


salesmen? 
put on this 


PREPARED 
SALES 
MEETING 


LIFE ON THE INDUSTRIAL FRONTIER 


Consolidated Electro Dynamics makes equipment for a Buck 
Rogers world, as well as data instruments to check the mixing 
of salad oils. To grow, CEC invests 12 cents of each sales 
dollar in research. Why hasn't CEC, founded by young Hoover 
followed the advice of ex-President Hoover: “Sell services, not 

things, otherwise you are working for your suppliers” ? 12 


CONTENTS fi 
J 


Advertising ie 4 . ; 
Spot TV's Annual "Take" Soars to $397,000,000 50 a) al i 
Born: A New Industrial Advertiser 86 ee » 
I 
Displays a : 
On View: Material for Houses 60 
title 
Editorial , : . 
The Madness of Advertising Bigness 30 The Attitude That Gets Business 
Here, in one package, is everything 
General Management you need to stage a hard hitting 
° ° . . sales meeting—at small cost and with 
Question Time at Stockholders’ Meetings 29 extremely little preparation, Dra 


matic film highlights create deep 
lasting impressions of successful sell 
ing methods, Used by leading com 
panies the nation over, Effective for 
any type of business. 


ALL FOR JUST $22.50 


Manpower Problems 


When Salesmen Fail to Produce, Look for Emotional Blocks 44 


Market Development 


Meet New Mr. Big in Aluminum Foil: Kaiser 34 

COMPLETE TEXT for step by ster 
quidance. Contains instructions 
i - remarks which you may read or 
Pechaging a) improvise upon, questionnaires 
i that reveal individual selling 
New Look for B & H Candies 92 me) SS wed eee oe 
stimulate discussion, summarized 
highlights and send-home follow 

Sales Contests up material 
So You Think Manufacturers’ Agents Won't Rise to Contest Bait? 36 STRIPFILM — illustrates, with realisti 


situations, how a salesman's at 

~~ titude often gains or loses the 

, sale. Shows how desire to serve 

é is more effective than desire 
to get business 


SOUND RECORDING 


Harlow Wilcox puts the message 
across clearly. forcefully, con 
vincingly 


Send us your check for $22.50 now ond 
save shipping costs (or we can bill you 
if you prefer) and your packaged sales 
meeting, ‘The Attitude That Gets Busi- 
ness’, will be shipped immediately 


Sales Management 


Sales Manager, 1957 Model 42 


narration by 
Sales Policy 
Huskies, Shoe Industry's Eccentric, Thrives on Non-conformity 76 


DEPARTMENTS AND SERVICES 


We'll also enclose free information on 


Advertisers’ Index Ht Marketing Pictograph 39 other meetings in the series 
Corporate Close-up 12 Promotion Idea File 70 ’ 
Editorials 7 Sales Trends (Retail) 102 YOU'LL LIKE IT 
Executive Shifts 94 Scratch Pad 112 OR YOUR MONEY BACK 
High Spot Cities 102 Significant Trends 15 Spm err ao . 
Human Side 84 Store Promotion at Work 74 BE | | ER SELLI NG 
Letters 2) They're in the News 32 B U R KA U 
Mail Promotion 68 Worth Writing For 48 6108 Gente Genie Geulevare 

Los Angeles 34, California 
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JOIN THE NORRISTOWN, PA. 


0 CLUB 


Gales Movagantend 


EXECUTIVE OFFICES, 386 Fourth Avenue 
New York 16, N. Y. LExington 2-1760 


EDITORIAL 
EDITOR and PUBLISHER 


All we ee is 1000 advertisers to run some ads to Philip Salisbury 

make thes i buck. Greedy for them, aren’t we? But EXECUTIVE EDITOR 

serious! with just | year’s net income Norristown A. R. Hahn 
NOTE families could buy 1000 busine @ $294,795 each and MANAGING EDITOR 

John H, Caldwell 
to Bob 1 Wor In thas do bu 
Teil TORR nN Ae FEATURE EDITOR 
, ee ee ie! Lawrence M. Hughes 
¢ split the lite with 1000 grocery inventories @ $54,461 each ASSOC. MANAGING EDITOR 

othe th newspa 1000 general merch. inventories @ $32,467 each Robert C. Nicholson 
' (onl Montwomery 1000 furniture & household inventories @ $23,137 each 
tos ' rT) ow paper, 
rh he, i Mtl Peiatese 1000 automotive product inventories @ $21,199 each Senior Associate Editor, Alice B. Ecke 
a i i =“ 1000 gasoline service station inventories @ $10,230 each 


Associate Editors, Harry Woodward and 
Grant Jeffery 


Chicago Editor, David J. Atchison 
Copy Editor, Amy Lee 
Cover Artist, Ralph Castenir 


retail sales they do buy inventories 


equal to LOOO businesses SIVS.OS1 each 


m Times Herald 


NORRISTOWN, PA. 


The Julius Mathews Special Agency 


DIRECTOR OF RESEARCH 
Dr. Jay Gould 


Asst. Director of Research, Alfred Hong 
Consulting Economist, Peter B. 8B. Andrews 


PRODUCTION MANAGER 


Samuel Schwartz 


Asst. Production Managers, Aileen Weis 
burgh and Virginia New 


National Representative 


READERS’ SERVICE BUREAU 
H. M. Howard 


Editorial Assistants, 
Ann DiLello 


Ingrid Larson and 


gives these features in 
SUBSCRIPTIONS 

DIRECTOR 

R. E. Smallwood 

Assistant Director, Edward S. Hoffman 


Subscription Manager, C. V, Kohi 
U. S. and Canada: $10 a year 
Foreign: $15 


a sound slidefilm projector! 
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* ae JET AIR COOL 


ts moisture, saves 


@ DuKawe SCRATCH PREVENTER do 
of film, maintains original t ADVERTISING SALES 
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See Advertisers’ 


The new Dukane 
the last we 
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Mik it 


wid in sudio 


mnatic” Sound Slidefilm 


visual training for 


schools and ¢ 


” 


Projector Is 
OFFICERS 
President, Raymond Bill 


Exec. Vice-President, John W. Hartman 


Treasurer, Ralph L. Wilson 


hops factories hurches 


It delivers up to minutes of a fully 


automat 


kor details 


2 *DuKane 


ag thee techy he 


presentation 


SM.3 


write 


Senior Vice-Presidents, C. E. Lovejoy, Jr., 
W. E. Dunsby, R. E. Smallwood and Wm. 
McClenaghan 


Bill Brothers Publications in MARKETING 
{in addition to Sales Management): Sales 
Meetings, Tide, Premium 
Practice. INDUSTRIAL: Rub- 
ber World, Plastics Technol- 


Projector record 
player creen, ree 
ords, film, lenses and 


extension cord fit uu 


a luggage tvlied 


ogy. MERCHANDISING: Fast 

Food, Floor Covering Profits, 

Grocer-Graphic, Tires and Yankee Grocer. 
Copyright, Sales Management, Inc., 1957 


Babies Bring Big Business 


The bumper crop of millions of American babies is right where you expect them to 
be... in the homes of young married couples. If you are an advertiser of baby foods 


and products, you can expect your ads in Modern Romances to bring in big business. 


Young mothers . . . most of them in their early and middle twenties . .. who read Modern 
Romances offer you a buying-for-baby potential that’s hard to beat. There are children 
under two years of age in 22.4% of Modern Romances homes, and children 2 to 4 in 
29.1% ... one of the highest percentages of infants and children in all homes analyzed 
by Starch Consumer Magazine Report. Each month Modern Romances caters to young 
mothers with a unique editorial section on infant and child care, and prints more 
material on baby care and training than any other magazine except Parents’. Because 
of this, you will see in the chart below how Modern Romances baby product advertising 
has increased tremendously from 1952 through 1956. And it’s still on the way up! Join 
the host of baby-product advertisers in Modern Romances whose ads in this magazine 


bring them big business! 


MODERN ROMANCES BABY PRODUCT ADVERTISERS AND PAGES — 1952 THROUGH 1956 


NUMBER OF ACCOUNTS 


1952 254% 


1956 INCREASE 


ADVERTISING PAGES 


1952 156% 


1956 INCREASE 


Source: Publishers’ Information Bureau 


MODERN ROMANCES 


America’s Youngest Married Woman Audience 


DELL PUBLISHING COMPANY, INC. «+ 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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Winning awards for TV advertising is wonderful 


Winning 


ile is even better lhese commercials for buturama 
Revlon s me Kind of lipstick case did both. Starring beau 
tiful Barbara Britton, the series was chosen in a Sponsor maga 

ie invey of copy clitets as one of the top ten of 1956. Market 

inve ! v they Fulurama ¢ iipaign ilso helped skyrocket 
KRevlor hare of total lipstick unit sales to an all-time high 


ee a a 


Look! Qu k-n- easy ideas 
tw spark up your meals 


bes! in tood 


he 
STERLING SALT bring? oul! 


Everyone talks about the weather ¢ 


pecially 


salt manu 
fucturetr In fact. the claim of ilt pouring in damp we ither ha 
become an advertising cliche So International Salt Company Is 
tuking a new approach for its Sterling Salt. Promoting salt a 
it ckeutut ingredient in modern cookin newspaper ids fea 
pecial recipe made better with Sterling Salt Animated 

ilt haker ad 


ippear im every ilso used at point ol sale 


Top national event in retail merchandising is 
sale. Packing 


Rexall 


four-page 


the 


one-cent 


more than 300 


items into 


spreads, Kexall runs what are essentially retail advertisements 


in national media and gets the one-cent news read by more 


than thirty-five 


million families across the U.S. Since Rexall’s 


first one-cent sale was advertised by BBDO Los Angeles back in 
1949 


Rexall one-cent sales have increased ten times in volume 


h ils tail 


’ 
anything ¢ 


This 


i 


the 


“This baby” | 
ola 


1957 De Soto, And this four-color spread 


is one new series created to sell “the most exe iting car 


in the world today” in a most exciting way. Copy drives home 
with news of DeSoto’s new Torsion-Aire ride 
Flight Sweep styling, Triple-Range 
push-button control, super-powered V-8 engines and many other 


vreat De Soto 1957. By BBDO Detreit-New York 


theme 
Tor (ue } lite 


the basic 


transmission 


idvances for 


BATTEN, BARTON, DURSTINE & OSBORN, INC., ADVERTISING 


rie " ‘ PRANCISCO 


SHATTLE TORONTO 


SALES MANAGEMENT 


EDITORIALS 


Always a Man with a Bright Idea 


You never know where your next competition is coming from. 
We doubt if any soft drink company ever thought it would be com 
peting with a drug firm, for example. 


Fizzies, a fruit-flavored tablet, which makes a mildly carbonated 
soft drink, has just been offered in the New York City market by 
Fizzies Beverage Co., division of Emerson Drug Co. The makers 
of Bromo-Seltzer introduced Fizzies on a test basis two years ago 
in Harrisburg, Pa., and a year ago in the Washington-Baltimore 
market. 


Ban Sales Chiefs from Product Design? 


The goal of any good public relations man is to get a rise from 
his prospects. So the PR man for Harper’s Magazine says to us: 


“Automobile manufacturers could prevent half the traffic fatalities 
and injuries through safe vehicle design but sales executives must 
be banned from the drafting rooms before it will be done.” Then 
he sticks the needle in further. 


“The ‘huckster approach’ of the car makers,” Flarper’s says, ‘has 
lulled the public into thinking it has a safe car when it hasn't.” 


It is news to us, and perhaps it is news to you, but Paul W. Kearney 
writing in Hlarper’s, further says, 


“But [automotive engineers] will never be allowed to put that 
knowledge [how to build a safe car] fully to work until the sales 
executives are banned from the drafting rooms, just as they've been 
banned in the field of washing machines, electric blankets, gas fur 
naces, oil burners, and a score of other devices with high accident 
potentials.” 


‘That is quite an indictment of sales executives and it is published 
by a magazine whose own promotion declares “one great fundamental 
is always being rediscovered: that the well-to-do, well-educated people 
lead the way in thinking and in buying. Hence, they are important 
to the advertiser out of all proportion to the members.” 


We agree that Harper's is read by opinion makers. Do you, as a 
sales chief, feel that your role in product design has been maligned by 
Harper's? What would you say in your own defense as sales chiefs in 
the industries cited by Harper's, and what would others of you de 


V eloping and selling other produc fs Sav on behalf of sales exer utives 


You Have Taught Pricemanship 


‘The major appliance division of Westinghouse Electric Corp. is 
spending $2 million, a substantial part of it in advertising, to help 
today’s forgotten man, the retail salesman 


“Everyone's picking on the salesman for industry ills when he’s 
only been doing what we've taught him,” declares John J. Anderson 
division manager. ‘““The customer wants to be sold and the salesman 
wants to sell, but our industry’s current market tactics call for 
‘pricemanship,’ not salesmanship.” 
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SUGGESTIONS 
FOR WRITING 
PRODUCT NEWS 
RELEASES: 


From its beginning, when In- 
dustrial Equipment News ori- 
ginated the field of product 
news and information publish- 
ing, its primary editorial ob-- 
jective has been to publish the 
latest, clearest, most accurate 
and complete product descrip- 
tions possible. 


From this editorial experience 
and the remarkable accept- 
ance IEN has received from 
product specifiers and buyers 
in industry have come the fol- 
lowing six basic questions 
which the editors of Industrial 
Equipment News believe 
should be clearly and distinctly 
set forth in every product news 
release. 


What is it? 

How does it work? 
How much will it do? 
What does it measure? 
What is it made of? 
What does it cost? 


It is the way these questions 
are answered ... it’s that kind 
of product news reporting, 
product descriptions rather 
than product announcements 

. . that kind of editing that 
has built a background for 
product advertising which in 
terms of number of advertisers 
has made IEN the leader of all 
business and trade _ publica- 
tions. 


There is only one IEN. 
Details? ... 


Write for a complete media 
data folder. 


What makes a newspaper great? 


As Russian tanks rumbled through 
the streets of battered Budapest and 
Russian threats thundered across the 
Middle East, the thoughts of three 
Minneapolis Star and ‘Tribune new 
papermen drifted back to the sunny 
days of last summer when the face 
of Russia and it people wore a bland 
smile of friendship. 

Columnist George Grim of the 
Minneapolis ‘Tribune thinks of a hot 
Sunday in Kharkov where he pi 
nicked on the beach with the chair 
man of the city council and snapped 
photos (see above) of beefy Russian 
bathing beauties 

For Cedric Adams, Minneapolis 
Star columnist, there is a memory of 
friendly Moscow University students 
and their fascination with his Ameri 
can-made typewriter, shoes, necktie 
and cigarette lighter. (The same 
students later spat a slavic “‘phooey”’ 
at the parked limousines of govern- 
ment officials. ) 

George Peterson, Star and ‘Trib- 
une associate editorial editor, recalls 
a rather-too-genial Nicolai Bulganin 
and his unctuous thanks to Pete for 


a light at the American embassy’s 
Fourth of July party in Moscow 

In Upper Midwest cities and 
towns, too, readers of the Minneapo 
lis Star and Tribune remember the 
revealing human-interest stories sent 
home from Russia by Messrs. Adams, 
Grim and Peterson, and can now 
ponder the paradox of a country 
where cruelty and courtesy, cynical 
brutality and naive charm are so 
bafflingly intermixed. 

Fresh, first-hand reportson people, 
places and conditions in crucial areas 
of the world provide invaluable back 
ground for the kind of enlightened 
judgments Americans must make in 
times like these. For this reason the 


~ 


ADAMS GRIM PETERSON 


Minneapolis Star and Tribune keep 
seasoned correspondent, Robert B 
Hewett abroad, and regularly send 
informed home-office reporters, col 
umnists and editorialists on overseas 
assignments. The varied skills and 
interests of these newspapermen 
help bring other nations into three 
dimensional focus for readers — make 
the news ‘“‘come alive”’ as it happens 
Such thoroughgoing reporting 
continues to earn for the Minne 
apolis Star and Tribune the confi- 
dence and respect of the largest 
audience of newspaper readers in 
the great 223-county area called 
America’s Upper Midwest. 


( I S| ri t ind T ine ( 


Minneapolis 
Stara:d Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 


SALES MANAGEMENT 


Pricemanship will sell lots of goods to people who know that they 


need and want them. But our standard of living has not been created Excerpt from 
by merely catering to known needs. A generous portion of our na Starch 51st Consumer 
tional economy is based on creating desires and providing goods and Magazine Report: 


services to Satisfy them. 


POH Oe 
se - 


So Westinghouse is continuing its training of retail salesmen. Be 


tween March 18 and June 25, Westinghouse factory and distributor , d 35% of alt 
# sales executives will place more than 7,000 telephone calls to retail « : 
4 salesmen. Each caller will ask the salesman for the four main selling é gills Magazine 
: points of a Westinghouse major appliance. Up to $75 will be paid f households surveyed 
for the correct answers. spent more than $500 
for wearing apparel 
during the past 12 months. This 
4 
' ° ° e : 3 
Teamsters’ Institutional Advertising is exceeded by only 4 of 
the 54 magazines 
The International Brotherhood of Teamsters is just about as appearing in the 
subtle as J. P. Morgan in his buccaneering days. Both have demon report. 
strated the attributes of toughness shrewdness, and a sure eye for 
the main chance. 
1,176,014 Elks 
comprise a mass 
But teamsters, just as J. P. Morgan, know there is a time for market with class 
suaveness incomes the median 
of which is $6,050. 
Four teamsters locals in rich, elegant, suburban Fairfield County, The Starch Sist 
: oie Chien aa Sa * al “tate Consumer Magazine 
Conn., are taking the adison Avenue approach to winning a Report gives the 
ceptance for the idea of unionism and for the teamsters in particular complete picture 
Full-page ads that have a striking resemblance to excellent corporate Just write or phone to 
institutional ads are now running. ‘The first ad asks, ‘What's behind oes 8 Copy 
this door for you!’ Answer: ‘More job security ... a better way THE MAGAZINE - 
of life!’ 
New York Los Angeles 
; Chicago Portland, Ore. 
In the best ask-for-the-order tradition the teamsters say, “(a 
ill you need is call or write any of the numbers listed below 
b) best of all, we're at your service anytime. . anywhere... your 
home or your office ... (c) confidential... all requests for informa Ss A F E al 
tion will be held im sti test confide nce “ 
— 
We suppose that some union-haters will damn the unions’ ob 
jectives, but we have a hunch that they will secretly admire thei 
sudacity in using one of management’s own best tools to reach and Wheaton , og 
persuade the masses. [ 5 ane 
on _/ -~ 
— 
Household goods, office equipment and 
' exhibits—no matter how delicate and 
Don t Warehouse Dollars valuable—are safe in the hands of the 
Wheaton organization 
Bruce Payne & Associates, Inc., is currently buying advertising Each step planned and executed by an 
to discuss a timely subject: the importance of not warehousing dollar efficient team functioning as a single unit 
FREE Moving Day Kit 
In today’s tight money market, Bruce Payne wonders whether man —full of helps, labels, address cards, 
of you have excessive or static inventories, which, in effect, represent to all personnel transfers 
so many warehoused dollars, dollars that could be put to more Call your local 
profitable use on behalf of marketing. If you agree that inventors Wheaton Agent (500 
‘ awk c Agents — all principal 
represents a competitive market factor, you may want to pose this 
cities) of write to 
question to your president and possibly to your board of directors 
H 


“Wouldn’t we be wise to initiate a program for improving in Wheaton 
ventory control. Are we sure that money now in inventory is a better 
investment than money that might be applied to personal sales effort 1 


Bag ss Vast Litt Yur Bg 
more advertising, merchandising and promotion? rT 


It is pretty mue h up to the sales chief today to pose suc ha question 


to his fellow executives in top management because today’s sale LONG DISTANCE MOVING 


executive is expected to be a far more versatile man than he wa the safest distance between two points’ 
even as late as 1946... his associates look to him to have more Western affiliate: 
knowledge, interest, and responsibilities in many more areas than LYON VAN LINES, Inc. 


ever before Los Angeles, California 
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Q How long ago was H. K. Porter 
Company organized? 


A The business was started just about 
80 years ago. However, it has undergone 
several reorganizations since that me— 
most recently in 1939 under the aegis of 


our pre sdent, Mr. kwans 


Q And just how do you describe 
H. K. Porter Company? 


A We are a 


1] clivi 1Ons 


diversified with 


fields of 


company 
mm the industrial 


rubber high tension equip 


ment, refractory materials, ferrous and 
nonferrous materials, and fabricated steel 
products, including wire rope forged 


steel fittings, saws and tools 


Q How long have you been adver- 
tising? 


A our various divisions have been ad- 
vertisiy lor a long time. Llowever, our 
corporate advertising and our integrated 
back 


product advertising cate only a 


flew years 


Q What are your basic advertising 
objectives? 


A We have several. First of all we adver 
burlal a 


Porter ¢ ompany 


tise to iwlentity for 
rs. Be 


tise to build prestige for and ¢ 


to the cillerent 


corporal 
Then we adver 
ivc a sharp 


And 


of course we advertise to help sell our 


ilentily clivisions 


produc ts 


Q Do you use both consumer and trade 
publications? 


A Yes we cdo. However, you must under- 
stand that much of our effort is directed 
Only 


manulactures 


to the trade and industrial levels 


one of our IL divisions 
produc ts which go direct into the con- 
sumer market—the Henry Disston Divi- 


sion, saw manufacturers 
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Philip C, Wallach is truly a New Yorker. Born and educated in that 


city, he has also built a successful career there. Prior to going with 


H. K. Porter Company, Inc., in 1954 as Director of Public Relations 


and Advertising, Mr. Wallach was in charge of public relations for 
W. R. Grace & Co., and before that editor of Shell Oil Company’s 
“Shell News.”’ We recently stopped in to talk with Mr. Wallach on the 


subject of trade and industrial publications. The information he 


gave us is both interesting and worth while. Here are the highlights 


of our discussion. 


Q How many trade and industrial pub- 
lications do you now use? 


A More than 165. 


Q What do you look for in such a 
publication before you are willing to 
advertise in it? 


A Editorial integrity, which I believe 
to be extremely important. The reader, 
the man we are trying to reach with our 


advertising messages, will not buy a 
public ation unless he is convinced that 
he can benefit from its editorial content. 


So. to be 


us, a publi ation must be proved and 


a good advertising medium for 


accepted in its particular field, 


Q Do you make the decisions regarding 
the addition of publications or do you 
depend upon recommendations from 
your several advertising agencies? 


A We make the final decisions, but we 
arrive at them through combined effort, 
Most of our various divisions have an ad- 


verlising manager who is a member of 


my stall. These men, naturally, are well 
up on the various publications which 
cover them particular fields of interest 


make 


agency 


and original recommendations. 


The make 


recommendations, and the result is there- 


media people also 


fore the product of a joint effort 


Q Would you say that you are not so 
much concerned with the actual circu- 
lation figures as with the acceptance 
and editorial policies of a trade or 
industrial publication? 


A That is correct. 


Q How do you describe the role or 
function of the trade and industrial 
press? 


A The function of trade and industrial 
magazines 1s lo present their readers— 
a special class of readers—with all of the 
necessary tor a 


information sO man to 


have if he is to move ahead in his busi- 


ness or profession—news about his field, 
new products, new methods, and the 
like. In doing so, I believe that it is the 
responsibility of these publications to 
avoid anything irrelevant — the enter- 
taining and the amusing that we expect 
of consumer public ations. Such material 
is oul of place in business Magazines 


Q Wouldn't you say that trade and in- 
dustrial magazines have just about 
eliminated that sort of thing? 


A I think that many such publications 
are making great strides. When [I first 
jomed Porter, | had no experience at all 
in trade and industrial advertising. As a 
result, | would spend four or five nights 
each week at the public library studying 
the leading magazines in our fields of 
interest. [ not only reviewed current 
issues, but went back through the years. 
It yave mec a chance e lo see how rritic h 
they have changed. Stuffers like cartoons 
and jokes are mostly out. Articles are 
better written and presented, Layouts 
anal formats are unproved, There is every 
evidence that the editors of today’s busi- 
ness press have a high sense of responsi- 


bility in all that they do. 
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...@ publication must be proved 


| 


‘ 


a 


and accepted in its particular field” 


Q And do you feel that the trade and 
industrial press will continue to improve 
in value and influence? 


A I think this 1s a safe assumption It is 
certainly indicated by the type and tal 
ents of the young men who are joing 
the editorial staffs of the various publi- 


I know They 


only to be good editors and writers—real 


cauions about seem not 


prote ssionals—but they are exception 
ally at home in the industries with which 


they are associated 


Qbdo you believe that the advertising 
pages of a trade or industrial magazine 
are of real value or importance to the 
reader? 


A Indeed they are. While | am 


vinced that people are influenced to buy 


con 


a particular magazine because of tts 
editorial content, I am certain that the 
find 


is valuable to them too 


information they im advertisements 


Q Have you ever had the opportunity 
to measure the effectiveness of any 
message carried in trade and industrial 
publications? 


A We have, 


interesting 


and the results are most 
Just several years ago we 
started to promote the initials HKP as 
our new logo or trademark. In 12 months 


recognition in tested cities jumped from 
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practi ally zero to as much as 300% and 
100% 


cent was considerably higher than this 


In one or two instances the per 


It is true that we did not confine our 
promotion solely to advertising in tract 
and industrial public ations, but these 


magazines did carry the bulk of the effort 


and the results certainly indicate the 


effectiveness of such advertising 


Q Is there any one particular advertis- 
ing format which you find to be es- 
pecially successful when used in trade 
and industrial magazines? 


A We find the use of case histories par- 


ticularly effective Hlowever, we believe 
that their usefulness is materially reduced 
unless you can use the name of the com 


pany or individual involved 


Q Are you adding steadily to the list of 
publications that you use? 


A Yes we are 


Q How do you merchandise your ad- 
vertising to your sales force and other 
interested parties? 


A In clifferent ways. It varies somewhat 
with the division, but in ene ral each of 
our advertising managers advises his 
salesmen, distributors and jobbers well 
in advance of all advertising scheduled 
for a given period Some divisions pass 
this information along monthly: othe rs, 


because of the nature of the products, 


advise ther people quarterly Vhis hap 
pens to be one of the things that we are 
working on at the present tine and we 
are anxious to establish an overall poli y 


just as qui kly as we can do so 
Q How do trade and industrial publi- 
cations help Porter? 


A As | have explained, the nature of our 


such that we 


business 1s must concen- 
trate much of our activity at the trade 
and industrial level. Trade and indus- 


trial public ations permit us Lo ¢ flectively 
cover our markets. They make it possible 
for us to do a good job with pinpoml 


accuracy and on a reasonable budget, 


Through the use of trade and industrial publications you are able to com- 


municate with your customer: and prospeclive customers in an atinosphere 


that is natural to them and most produc tive for you 


I oday "s Tr liable busine SS 


press serves a purpose unduplicated by any other selling force 


Chilton publications cover their chosen fields with an editorial excellence 


and a strict control of cire ulation that assure contidence on the part ol readers 


and adve rtuisers 


Chestnut ar 


CHILTON PUBLICATIONS; Department Store Economist « 


With such acceptance goes 


Chilton 


COMPANY 


ith Streets « Philadelphia 39, I 


u proportionate selling power, 


nnayloanta 


Hardware Age 


Ihe lron Age « Jewelers’ Circular-Keystone ¢ Distribution Age « Motor Age 


Automotive Industries 
Commercial Car J 
Electronic 


« Opu 
yurnal . 


Gas . Industries 


al Journal and Review of Optometry 


Boot 


¢ Spectator 
Hardware World 
book Division 


and Shoe Recorder « 


Butane-Propane News « 


complete 
coverage 


| 


oon 
ore 


SS 
yy 
of LAKGE 


MEDIUM © ns ayy ill 


and SMALL 


metalworking 
plants... 


only modern machine shop 
offers you... 
Largest circulation 


Largest number of 
plants covered 


Lowest cost per thousand. . .just $6.15 


Plus outstanding proof of advertising 
results: In 1956, Modern Machine Shop 
carried more pages of advertising than 
any other metalworking monthly ! 

With Modern Machine Shop’s massive 
circulation, you get the most complete 
coverage of all metalworking plants 
large, medium and small—plus deep 
penetration of the larger plants. Its good, 
big circulation is scientifically designed 
to do a thorough job in America’s biggest 
industry ! 

For results you can see, put your 


money where your market is... in 


modern machine shop 


431 Main Street, Cincinnati 2, Ohio 


Also publishers of Products Finishing 
and Products Finishing Directory 
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CORPORATE CLOSE-UP 


Life on the Industrial Frontier 


Hugh F. Colvin (left) president, and Philip S. Fogg, chairman, 
Consolidated Electro Dynamics Corp., Pasadena, Cal., have a corpo 
rate eye on U. S. diplomatic negotiations around the world. If 
Russia’s sabre rattling frightens Brazil into lending Uncle Sam 
Fernando de Norohna island, it could mean a million dollar contract. 
The [ S. Air Force might well install on the island Consolidated 
Data l ipe equipment to receive and interpret information radioed by 


data collaters built into missile test fired from Florida. 


founded in 3 y Herbert Hoover, Jr., to make 

instruments yr his oil prospecting interests. CEC remained a step 
ex-President Hoover, who counseled, ‘Sell 

es, not things, otherwise you are working for your suppliers.’ 
During World War II, CEC built testing equipment tor the force 
Commercial sales began in 1941. Hoover sold out to the public in 1945 


Now CEC 3 pment for a Buck Rogers world. Its 
nstrument ave ired he force of atomic blasts, improved 
performance Of jet air I missiles, and farm tractors, controlled 
complex chemical processes and refining operations, advanced the 
frontiers of biological and medical research. CEC instruments can 
Keep t ibs on a turning crankshaft for example pres ribing redesi 


ons 
gn 


lo grow, CEC invests 12 cents of each sales dollar in research. 
Any part of this could be a total loss. Scenting profits from Chairman 
Fogg's tight rope walking, almost 4,000 investors have purchased 
or optioned about a million shares, currently selling in the 30's. 
Nestling in Consolidated’s ample treasury is $7 million worth of 
Burroughs’ Corp. stock obtained from the sale of CE-C’s 36% interest 


in Ile troData Corp 


Fogg j passed the presidenc y last year to Hugh F. Colvin, 39 
Colvin, general manager, and chairman of the eight-man operating 
committee since 1953, is, along with Hoover Jr. and Fogg, a Harvard 


M.B.A. and ex-California Institute of ‘1 echnology protessor. 


Consolidated’s formula for continued growth in the next 10 years 
is to follow “the book’’—business management as taught at the 
Graduate School of Business Administration at Harvard University. 
Consolidated’s 1957 goal: to add $11 million in sales thus achieving 
a record $35 million volume, only 30% of which will be in the fickle 


defense field. The End 
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Your advertising will be read 


by more peons in 


than in any other publication 


a 
V 


a 
°. 


FOUR IN ONE PLUS 


This one television station 
delivers four standard 
metropolitan area markets plus 


917,320 TV sets 
989,605 families CHANNEL 8 MULTI-CITY MARKET 
3% million people it \ S aektirr - ki 
$3% billion retail sales snctroure y : 

$5% billion annual income ‘ 


' 
ee 
LawisTown, 
nUMTINGOON 
o ewee/ 


NBC and CBS ‘ 
STEINMAN STATION ~- Clair McCollough, Pres. ~~ 


rey 2 . 
“GHAR fe, 
vEPPERBON . 
‘, ; 


Representative: 


The MEEKER Company, inc. 


New York Chicago 


thaewe Nf = Cc gS 
Los Angeles San Francisco . 316,000 WATTS 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


MARCH: A TURNING POINT. Keep your eye on 
more than the weather in this unpredictable month 
of March. It is traditionally a pivotal month and 
the pattern of the year’s business may well be fore- 
told by what happens in the next 31 days. 


For many years now March has been a month of 
optimism—a rather natural thing since we all look 
forward to the end of winter, the coming of spring. 
Prospects of pleasant weather usually encourage 
consumers to spend and to pian to spend. Ask any 
car dealer. He'll tell you there’s nothing like a 
spring-like day to move shiny new cars off a show- 
room floor. But, while the weather can shape con- 
sumer buying attitudes to some extent, the general 
economic climate also has its effect on business. 


Tight money may “loosen up” a bit this month. If 
it does, we can expect more housing starts, more 
industrial expansion, more consumer buying. On 
the other hand, heavy borrowing to meet tax obli- 
gations might tighten money still further and have 
a reverse effect on the economy. 


Car sales are extremely susceptible to psychological 
attitudes. If signs of a good year are coupled with 
good weather, the automakers should have a boun- 
tiful 1957. 


Easter sales, which should be under way by the end 
of March, will let retailers know how to plan their 
year’s inventories. This year, Easter comes late 
(April 21, three weeks later than last year). If sales 
are disappointing, stores will at least know it’s not 
the fault of the weather. If sales are good, stores 
will stock up for a record year. 


Advertising and sales plans conceived last fall and 
approved at year-end will get fully under way this 
month. If budgets were determined in optimism, 
the added selling emphasis could force the economy 
in the right direction. 
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Inflationary trends will be revealed in spring sell- 
ing. If consumers resist higher prices, you can look 
for hasty downward revisions which will cut deeply 
into profit margins. But should the public go along 
with mild increases, prices generally will settle on 
a higher, more-palatable-to-business level. 


Economists are still in general agreement that 1957 
business will be about 5% better than 1956. But, 
will it be a profitless prosperity? We think not. We 
feel that consumers will accept slightly higher prices, 
permitting manufacturers to pass on higher labor, 
materials and sales costs. We feel that both busi- 
ness and the public have voted for a “mild, creep- 
ing inflation” as an American economic policy. We 
are going to watch the pivotal month of March to 
see if needed price adjustments can be made. We 
are going to watch the month of March to see if 
business has adopted a new, aggressive spirit of 
selling—whether it will sell with the heart of a lion 
or that of a lamb. We are watching the month of 
March . . . and truthfully, we’re optimistic! 


As an afterthought, we'd like to quote from Chrys- 
ler’s dynamic president, “Tex” Colbert, who said: 
“Big markets are not made by underlying economic 
factors alone. It takes the genius of American mer- 
chandising to lay hold of a favorable market poten- 
tial and make the most of it by putting the real 
spark into people’s motivations.” 


TWO FOOD BRANDS; NO FOOD PRODUCT. 
And Lassiter Corporation is happy—even enthusi- 
astic—about the situation. Here’s why: Lassiter is 
a leading designer and manufacturer of self-selec- 
tion packaging, especially transparent flexible film 
packaging. It is now getting into high gear a pro 
gram which will not only sell more Lassiter bags, 
but will give local and regional produce distributors 
an opportunity to sell their packaged fresh fruits 
and vegetables under one of two national brands. 
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Significant Trends 


(cont.) 


Lassiter has obtained the rights to use the names 
“Popeye” and “Superman” on its cellophane bags 
and is prepared to print bags for kale, salad greens, 
cole slaw, celery, carrots and spinach featuring 
pictures of the comic characters. Produce packagers 
(of spinach, for example) may become exclusive 
distributors of the “Popeye brand” in their areas 
by getting a simple franchise from Lassiter—the 
only source for “Popeye brand” bags. They order 
their bags from Lassiter, which makes them up 
with the distributor’s name, and they get the ad- 
vantage of a national promotion being launched by 
the package-maker. 


Lassiter supplies the following as sales aids: (1) TV 
commercial scripts and flash cards at no charge to 
the distributor of “Popeye-brand” spinach who 
might want to advertise on the Popeye TV show 
presented over his local channel; (2) personal ap- 
pearances by Harry Welch, the original voice of 
Popeye, who will appear in sailor-suit at grocery 
outlets; (3) spinach-cooking recipes printed on the 
bag; (4) a premium offer on the bag, which costs 
the distributor nothing, but works to build his sales. 


What's in it for Lassiter? Figure it out. An estimated 
75 billion pounds of produce is grown annually in 
the U. S. Five billion pounds is currently pre- 
packaged in transparent film packages. (Perhaps 6 
billion pounds is prepackaged in some other man- 
ner.) Thus Lassiter, which wants to increase its bag 
sales, is working in a practically virgin area. 


Further, the trend is in the right direction. There 
has been an increase in prepackaging of nearly 
200% since 1950. Consumption of packaging 
films increased 333% between 1950 and 1955— 
from 12 million pounds to 40 million pounds. And, 
within 10 years, says Lassiter’s advertising mana- 
ger, Bill Berey, it is conceivable that 75% of all 
produce will be packaged. 


Lassiter—fourth largest in its field—feels that its 
creation of two national brands represents a posi- 
tive and constructive way of encouraging the trend. 
Ten packers are currently distributing Popeye and 
Superman-brand produce. More are being added. 
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How many other regional packers or manufacturers 
with weak brand names—or none at all—could be 
united under a strongly promoted name in similar 
manner? Could such a program work for local 
brewers, for instance? We're fascinated with the 
potentials! 


FARMERS MAKE A GAIN, At last, after many 
worrisome months, during which there was an in- 
creasing spread between the prices they had to pay 
and the prices received, farmers see signs of a 
better price break, better income. Optimism is 
marked now among them and also among the re- 
tailers who depend largely on farm trade. The 
drought areas represent the only possible exception. 


The optimism is indicated in surveys recently com- 
pleted by “The Farmer,” St. Paul, with 265,000 
subscribers. Each year this magazine polis farm 
families on their buying intentions. In 1955 only 
1.3% said they planned to build a new home, in ’56 
it went up to 2.1% and for 1957 it is 2.7%. More 
farmers say they are going to buy new automobiles 
than was true in either of the past two years—and 
the number planning to buy new trucks has gone 
up nearly 50%. This increased optimism is also 
reflected in the nearly 4,000 answers which “The 
Farmer” received from retailers in the section. 


BEHIND THE SALES TRENDS 

Colored toilet soap, recently introduced by Lever 
Bros. (Lux), is being followed on the market by 
Golden Yellow shaving creams, products of J. B. 
Williams Co. The Lux cakes come in pink, green, 
yellow and blue, each wrapped in foil to match. 
The Williams shaving creams—lather, brushless 
and instant—feature “Lanolin’s own golden color.” 
Now everything in the bathroom comes in colors 
except the cold water. 


New mark for marketers: The population of the 
United States is now 170,000,000 . . . plus! Inter- 
estingly, it passed that figure a few days before the 
birthday of George Washington (sometimes calied 
“the father of our country”). America’s population 
was less than 4,000,000 when Washington took 
office 168 years ago—a market increase of 4,250%. 
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You don't 


; 
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Cade = 

ee <>< 
So 


c= have to 


pardon 
our dust! 


— 


Goods Packaged in VITAFILM Won't 
Attract Dust—will stay clean, are clearly 
seen, have greater sales appeal. 

who finally 


Miss S was a Saleslady was sent on a long 


vacation to rest her strained windpipe and sprained back. 


Seems she spent her days lifting heavy bolts of fabric up 
from under the counter or down from shelves to see what 
was in them, and blowing off great gusts of dust before she 
could handle them 


collect the stuff. ) 
When she got 


Some transparent wraps seemed to 


back from her rest, things had changed. Her 


CONTACT: 


Engineer. Write, 
Dept C-6434, Akron 16, Ohio 


A Goodyear Packaging 
»oodyear, Packaging Films 


ula Kt 


J The Finest In Sheer Protection— 


job is now a bre a A bs (and no wheezing ) 


Seems the goods she handles are now all wrapped in 
ViraFILM by Goodyear, the wonderful packaging film 
which doesn’t attract dust, has wonderful contact clarity 
so you can see the true color and feel the real texture of 


the fabric without pawing, lifting and ripping the packages! 
MORAL: 


up your mere handi sing 


Better get the facts on how VitariLM can spruce 
eliminate loss through soilage 
give greater sell to textiles paper produc ts and hard goods! 
Great machinability printability has great “feel keeps 
“mill fresh 


your mere handise 11 ailable in pre fabric ated 


bag s, too, and p ihe price is she | nicest thing of all! 


Vitefilm, a Polyvinyl! chloride T.M } wodyear Tire & Kutyher ( 


hew 


The Greatest Thing Between You and Your Customer! 


epee! Here is the First 
Sunday Supplement 


Wor. THE COMIC WEEKLY 


mE PUCK, THE COMIC WEEKLY, REVEALS A 
MOE af ee c 41% *, 

oe fh LANDMARK IN NEWSPAPER 

| f rae" 5 RESEARCH ....THE FIRST DEEPLY 

yl ae PENETRATING SURVEY OF ONE OF 

nth 453 wae MEDIA’S MOST PROFITABLE FIELDS 

= 4g IN THREE IMPORTANT MARKETS 
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No one has ever bluntly quarrelled with the portant new data developed to show how age 
fabulous readership figures of Sunday news- influences readership and what are the char- 
paper supplements. But many buyers of ad- acteristic patterns of reader response as they 
vertising have hoped for deeper studies, more can be distinguished by age and sex. 
penetrating probes of this fabulous market. Markets studied are St. Louis, Baltimore 
Here, then, is an answer to that question, a and San Francisco. All nationally and locally 
crystallization of the basic patterns of Sunday edited supplements were studied. Complete 
newspaper readership ; brought down toa fine findings are embodied in “Basic 
focus of average page performances for men, Patterns of Sunday Newspaper 
women, boys and girls. Readership” now available to 

With the important counsel of the Advertis- interested inquirers on re- 
ing Research Foundation at every hand, here quest. Please use 
is an extension of the historical “Continuing the coupon on 


Studies of Newspaper Readership,” with im- opposite page. 


©) King Features Syndicate 
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Truly Basic Guide to 


Readership... 


Research by the Publication Research 
Service in Consultation with members 
of the Technical Committee, Con- 

sultation Section, of the Advertis- 
ing Research Foundation 


There iS NO ¢ hat ge for thi ; book If your wor k demand 


an intelligent approach to the readership of Sunday 


HELPS ANSWER THESE newspaper supplements, we will be happy to send 
QUESTIONS: it to you. Please use the coupon below 


1. Is there a significant difference in ee ee ee ee ee ae oe 


Sunday Supplement readership when 
SAN THE COMIC WEEKLY 
63 VESEY STREET 
NEW YorRK 7, NEW YORK 


front cover is excluded? 


| 
| 
2. Are teen-agers intensive readers of | 
all Sunday Supplements ? | : 
| Please send me a copy of “Basic Patterns of Sunday 
3. Is readership of Sunday Supple- Newspaper Readership.” 
ments higher among younger or | 
older segments of the adult audience? | NAME 
Answers to the above and many other informative facts are pre | ADDRESS 
sented in ‘Basic Patterns of Sunday Newspaper Readership.” | 
| 


CITY STATE 


NEW YORK 


FOUNDED — (11) 


tity tw i rTTsBu RGH 
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How to provide “branch office service” 
in different cities without renting space 


The telephone “branch office” idea can give you 
ood market coverage at low cost. Llere's how it work 

Your firm's name can be listed in telephone direc 
tories of every key city in your marketing area, Customer 
Wn those cit can reach you direct by calling a local 
num ber It ISSUE them ot tast service a good Way 
to keep orders coming and build customer good will 


Lhe cost \ mall monthly charge plus the call 
you receive. A telephone representative will gladly give 
vou more details. Just call your Bell Telephone Com 
pany business office 


BELL TELEPHONE SYSTEM BS 
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LETTERS TO THE EDITORS 


Railroader Questions 'Chessie's" New-Personnel Prowess 


freight rates not that easy 


Epitror, SALES MANAGEMENT: 

As customary, the January 18 issue 
of SALES MANAGEMENT was most 
enjoyable, particularly due to the in 
teresting articles about the Chesa 
peake and Ohio (‘“‘Chessie’s Creative 
Selling Makes Railroading Profit 
able,” p. 29). 

However, I am of the opinion that 
others, like me, who have spent a good 
portion ot their railroad careers in 
railroad pricing would agree there 
was considerable license taken with 
the English language in the para 
graph on p. 110 that new personnel 
master freight rate con plexities in the 
short period of four to six weeks 
‘Those of us who have made that our 
career are frank to admit that even 
after many years of experience we 
have not reached that | topian goal. 

Regardless of this, keep up the good 
work of issuing a most enjoyable pub 


lic ation 


MI. W. Roper 


Vice-President, “lrafh 
The Western Pacific Railroad Co 
San Francisco, Cal. 


C&O's supposed plight 


... Thank you for publishing the 
inspirational and revealing article 
“Chessie’s Creative Selling Makes 
Railroading Profitable’ by Lawrence 
M. Hughes. I had read that C&O 
RR scored a remarkable profit record 
in 1956 but I had no idea of the seem 
ingly endless profit channels created 
by the stellar crew at the helm of 
C&QO. Other roads must shrink in 
shame... 

Funny part of it is, this same C&O 
RR_ has, for the past year or so, re 
peatedly notified interested parties 
that the road is compelled to seek 
abandonment of a minor segment of 
their lines owing to economi 
strain! ‘That segment by the way 
stretches trom slight] north of 
Traverse City, Mich., to Northport 
Mich., the road terminus indirectly 


it least, a part of the Seaway area 
which is s Ipposed to . help the 
C&O 

Abandonment petitior (to the 
ICC) were not mentioned in your 
article; in fact, this reader got the 


impression that C&O RR is dedicated 
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OHIO’S 
MOST CONCENTRATED 
AREA OF GREAT 
INDUSTRIAL NAMES 


to a commendable policy of service 


improvement, growth and expansion 


For those of us who have been 


brooding about the supposed plight of 


this road, your article is the equal 


Ot a reassuring ray ot sunlight. A ONE BILLION 

\gain, thanks and keep up the good EIGHTY MILLION 
work, DOLLAR 

Henry M. Haserot, Jh ONE-NEWSPAPER 

MARKET 


96.5% C 


ian 


Cleveland, O 


it's the cat's 


[A] little joke for you in of Metropol 


connection with the article on the 
C&O Railroad. A few years ago, en 85% COVERAGE 
Of Akron Trading Area 


route to the ANA convention at Hot 
Springs, one of the men remarked at 
their slogan, “Sleep like a kitten.’”’ He 
said, “Yes, cat naps.” 


FOR COVERAGE AND RESULTS 
IT’S THE 


AKRON 
BEACON 
JOURNAL 


CONFIDENTIA 


| verett R Smith 


Director of Research 
\Mlactadden Publications, In« 
New York, N. Y. 


unkindest kut 
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Epitor, SALES MANAGEMENT: 
I was very much surprised to read 


the following comment in the Jan 
uary 18 issue of SALES MANAGI 


MENT: VW hateve r bee ame of Keen Nevada—one of America’s top three 
state markets for automotive sales! 
Kutter lools, advertised in color 
es evada follows on omine 
Y N Ja foll ly Wy j 
spreads in the mags away back there and Michigan in per-family auto 
| he Scratch Pad &. Seer. motive sales for 1955 with $993 per 
I f 
KEEN KUTTER [ools are still ver family, more than a third over the 


national figure of $741. Small wonder 
‘ with the Reno Metropolitan Area 
promotional efforts are no longer on (Washoe County) registering sales 
a national level, we are doing a lot 
f work at the local level. 


Ihe success of [one such promo 


much in the picture and while our 


73 per cent above the national aver 
age and the Las Vegas Metropolitan 
Area (Clark County) topping the na 
tional average by 44 per cent, Ne 
tion can be attested by the fact that vada has the buying power and free 
we had 106 dealers listed in the new spending habit that makes automotive 


paper advertising and 102 dealer advertising sell like magic 
listed on the television spots 


Yes sir, KEEN KUTTER is still a 


For detailed marketing and statistical 
analysis of the Nevada market. phone 
power! il name in the hardware b your nearest Western Dailies or John 
E Pearson Co. office, or write one 


ness and we anticipate that as tin 
— of these basic Nevada advertising 
goes on it will become increasing! buys 
important to the consumer as it | 
ready is to the hardware deale1 


W. F. Barne 


LAS VEGAS 


TY ¢r Ta 
Ww y } 


° x ‘eon. 


¥ ) 


Shapleigh Hardware Co 


Louis, Mo 


as 


ry Yr 


" 
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Whose tune do they dance to? 


ceof the American house eis performed 


Bend, port, reach evel movement hus as tts goal the 
chotee of a product, But whose tune does she dance to 
It usually a tune that's running through her own head 
YOUNG & RUBICAM, INC. 
But the words and music were written by an agene that 
picked the right theme od made it memorable 
‘ ° . . . . . eT . City e . j 
> SALES MANAGEMENT 
hs ; ; be 
ye ' : ae. 
ia ee _ 


LETTERS 


dyspeptic and morose 


Epiror, SALES MANAGEMENT: 

Recently | received a letter from 
Roly Setterlun, our division managet 
in South Carolina, and I thought you 
would be interested in it: 

“Dear Hal: 

“(Grasping my brief case in a con 
fident manner the other day, I strode 
with firm tread into the Western 
\uto Store of North, South Carolina. 
Saring my pearly (green) teeth in 
a captivating smile, | announced that 
| had come to give words of wisdom 
on the rental of their new P-11 
(Order 309724). ‘They © stared 
blankly at me and announced that 
they had not received it!... 

“Occasionally, we who toil and 
sweat in the vineyards are subjected 
to vilification, castigation, mortifica 
tion, humiliation and sometimes re 
suscitation by our friends at the home 
ofice. Knowing that this is always 
done with no justification, | have be 
come somewhat inured to this treat 
ment, 

“However, after hours of toil, when 
in order is written and we approach 
the altar on blood-stained knees and 
timidly tender this same slip of paper 
to our home office, and no shipment is 
made, we soon degenerate into dys 
peptic, crestfallen, morose, despondent 
characters, who walk in the shadows 
wondering when the axe may fall 
again. 

“T have reconciled myself to the 
life of an alms-taker, seeking only the 
crumbs from a rich man’s table. But 
it does hurt when one realizes that our 
superiors who loll in their air-condi 
tioned, plush lined offices in Muske 
gon treat our most sincere efforts with 
such casual disdain. Reclining on your 
pillowed couch and surrounded with 
vestal virgins who anoint your head 
with sacred oils and bring your sweet 
meats on hammered Babylonian Sil- 
ver trays, | can understand that it is 
easy to overlook the needs of the 
plebeians south of the border... . 


Roly Setterlun”’ 


Investigation proved that the P-11 
had been delivered prior to his visit, 
but apparently Roly’s personality sO 
overwhelmed the customer that he 
forgot he had received it. 


H. B Croskey 


Sales Manage 
Clarke Sanding Machine Co. 


Muskegon, Mich. 
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everybody 


PROFITS FROM 


Pe Pe QMM od 


MOVING 


. gets his men to their new 
territories on schedule. There’ 
little time lost from the job. 


YOUR TRAFF MANAGER 


...doesn’t have to bother 
with checking, scheduling, 
tracing shipments. United 
Pre-Plans all the details, 
follows through all the way. 


Families relocating are pressed 
for time. And Pre-Planned 
Moving relieves them of 
pressure, strain, worry. United 
Master Movers take over 
completely .. . ‘‘settle the 
family down”’ at destination. 


e 
do safer... fo sanitized .. . go United 
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Guests 
GQUWMUSA'S 
ask mod about 


Architecture 
Madg apn ES 


Which magazine has most 


architect subscribers? 


Architectural Record with 
16,799. (Progressive Archi- 
tecture has 16,457; Architec- 
tural Forum 12,005.) 


Source: June 1956 A.B.C 
Publishers’ Statements 


Which magazine has most 
engineer subscribers? 


Architectural Record with 
9,687. (Progressive Architec- 
ture has 8,208; Architectural 
Forum 3,986.) 


Source: June 1956 A.B.C. 
Publishers’ Statements 


Which magazine has most 
staff architect and engineer sub- 
scribers in commercial, indus- 
trial, and institutional organi- 


zations? 


Architectural Record with 
2,636. (Progressive Architec- 
ture has 1,723; Architectural 
Forum 1,054.) 


Based on June 1956 A.B.C. Publishers’ Statements 
Staff Architects and Engineers in ‘‘Commercial, 
Industrial & Institutional’ organizations 


st 


ial, 


Which magazine do architects 
and engineers prefer? 


In 95 out of 104 studies SPON- 
SORED BY BUILDING PRO- 
DUCT MANUFACTURERS AND 
ADVERTISING AGENCIES, 
architects and engineers have 
voted Architectural Record 
“‘preferred."’ Architectural 
Record placed first in 27 out of 
29 studies in 1955 and 1956. 


Summary of 104 studies 
available on request 


Which magazine publishes 


most editorial pages? 


Architectural Record. In 1956 
Architectural Record published 
1,481 editorial pages; Pro- 
gressive Architecture 1,051; 
Architectural Forum 1,048. 


Which magazine leads in 
quality of editorial content? 


Architectural Record has won 
36 awards for editorial ex- 
cellence including 5 out of 6 
awards to architectural mag- 
azines by the American In- 
stitute of Architects. 


119 West 40th Street - New York 18, N.Y 


Architectural Record 


“workbook of the active architect and engineer” 


F.W. DODGE 


I 


- € 5.3 
OXford 5-3000 CORPORATION Hospital Purchasing File 


Which magazine offers top 
verifiable market coverage? 


F.W. Dodge Corporation's 
Dodge Reports document Archi- 
tectural Record'’s coverage of 
over 85% of the total dollar 
value of all architect-planned 
building including 94% of the 
nonresidential building, 75% 
of the residential building. 


Source: State Checks of Architect Activity 


In which magazine do adver- 


tisers advertise most? 


In 1956, Architectural Record 
carried 41% more advertising 
pages than the second mag- 
azine; 68% more than the 
third magazine. Architectural 
Record ranked 4th among all 
monthly magazines in the U. S. 
in advertising page volume. 


Sounce: Industrial Marketing 


In which magazine can we 
reach architects and engineers 


most economically? 


In Architectural Record with a 
cost per page per 1,000 of 
$22.65. (Progressive Architec- 
ture $24.33; Architectural 
Forum $49.72.) 


If there are questions you would like to ask us about Architectural Record, 
its architect and engineer subscribers or the market it serves, we would 
welcome the opportunity to answer them. Please phone us or drop us a line. 


MAGAZINES 

AND BOOKS 

Architectural Record 

College and University 
Business 

Dodge Books 

The Modern Hospital 


The Nation's Schools 
The Record & Guide 


BUILDING MATERIALS ADVERTISER 


reports ...we have recorded 695 inquiries ...’’ 


It's amazing absolutely amazing! That's why you're reading this un- 
solicited testimonial to the pulling power of Nation's Business ... In the last 
six months we have recorded 695 inquiries at a cost way, way lower than 


we ever expected 


E EQUIPMENT ADVERTISER INSURANCE ADVERTISER 


reports salesmen follow Nation’s 7 says “Has opened the door 
Business inquiries first  \ for our salesmen’”’ 


Nation's Business produces the most leads—and our 
“Our advertising in Nation's Business has 
salesmen follow them up first because inquiries : 
opened the door for our salesmen 
from Nation's Business convert to sales at the highest ' 
made people interested in doing business 
rate of any magazine 


aosoneen” , with us reduced sales effort... made 
= on our schedule 


sales easier to close. 


Ihe reports from advertisers you see above are rep One: Of the 776,000 Nation’s Business subscribers, 
resentative — not unique. We have many more, in 580,000 are owners, partners, presidents of manu 
these and other fields. Here is impressive evidence facturing firms, banks, retail and wholesale establish 
that advertisements in Nation’s Business always pull ments the country over. These are the men who 
hard and often pull fantastically hard. Two basic ad actually own American business 

vantages of Nation’s Business over other business 


Two: Nation’s Business has the big circulation needed 


magazines explain it to reach America’s expanding business market. And 


J West 40th street + New York 16, N.Y. + UATOrd 9-5 ry 7” teeth, 
119 West 4 reet + New York 16, Y Atord JOO CORPORATION Hospital Purchasing File 


COMMUNICATIONS ADVERTISER 


writes “Best sales producer’’ 


BUSINESS GIFT ADVERTISER 
reports 663 sales leads 


". .. Four ads during 1956 
resulted in 663 leads 


Among the three basic business 
this 


magazines in which we advertise, 


number was far in excess of 


Nation's Business consistently is 


any other magazine which 


the best sales producer 


we used on any comparable 


basis.” 


PLANT SITE ADVERTISER 


writes “Outpulled 4 other 
top publications’’ 


AIR CONDITIONING ADVERTISER 


says ‘One of the most effective 


in developing inquiries’’ 


"For four consecutive years, Nation's 


Business has continued to rank as one 


of the most effective magazines in de- 


veloping inquiries for our commercial 


and industrial air-conditioning installa- 


tions.” 


‘Nation's Business outpulled 4 other top publications . 


by a considerable margin. 


Nation’s 


c : . ’ ! 
it alone has more business-owner circulation than the ‘Nation's Business 


combined total circulation of the next two business 


ADVERTISING 
HEADQUARTERS: 
711 THIRD AVENUE 
NEW YORK 17, N.Y 


magazines. 
776,287 PAID CIRCULATION 


(A.B.C.), luding 74.716 executives 
of business members of the National 
Chamber of Commerce and 701,571 
businessmen who have personal sub 


criptions 


Advertising in Nation’s Business in 1956 was up 
90.6% over 1955. Action in business results when 


vou advertise to the men who own American busi- Washington, Chicago 


ness ... in Nation’s Business. Philadelphia, Cleveland, Detroit 
Los Angeles, San fra 


The story of... 


THE MUSHROOM GROWTH OF A MARKET 
as told in the news columns of THE ANN AR BOR NEWS 


Ann Arbor’s retail sales hit a new estimated high of $108,000,000 in 1956... 
Total value of all building in Ann Arbor last year reaches $39,872,750... 


Audited net paid circulation of Ann Arbor News increased 1,637 copies 
daily (6.7 per cent) over the 1955 audit... 
Ann Arbor population climbs to 65,445!... 


City area figure of 7,555 acres double that of 10 years ago... 


Two nationally known firms announce multi-million dollar research 
centers to be located near University of Michigan North Campus and to 


employ 1,100 people... 


tf Michioan 
SPAPERS 


BOOTH 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago | | 


Superior 7-4680; Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward | 0972. 
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Gales Managemen 


March 1, 1957 


When it’s question time at your annual stockholders’ meeting: 


Could YOU Take the Chair? 


Or could you coach YOUR chairman to 
answer the kinds of questions soon to be put to: 


Cleo F. Craig, president, American Telephone & Telegraph Co. on April !8, 1957 


“Why doesn't AT&T sell automatic answerers instead of just having them available?” 


Harlow Curtice, president, General Motors Corp., on May 25, 1957 — 
“Is what's good for Curtice good for GM?" 


Gen. Douglas MacArthur, chairman, Sperry Rand Corp., on July 31, 1957 — 
“Why didn't Sperry Rand send Business Show passes to stockholders as Pitney-Bowes did?" 


Paul M. Hahn, president, American Tobacco Co., on April 4, 1957 — 
“Why should bonuses be calculated on profits that include sale of a rail spur?" 


Gen. David Sarnoff, chairman, Radio Corporation of America, on May I|1, 1957 — 


“I'm a vegetarian. Are all the box lunches the same?" 


On March 12 Benjamin Ferguson 
Few, president, Liggett & Myers ‘To 
bacco Co., will be chairing his annual 
stockholders’ meeting in the audi- 
torium of the Flemington, N. J., 
Woman's Club. If his Fifth Avenue, 
New York, office should want to 
reach him they would probably be out 
of luck. ‘The only telephone is a pay 
‘phone in the lobby. 

The contrast between the impor 
tant post Few has held for six years 
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and the drab surroundings of L&M’s 
shareholder meeting will be reflected 
in a question to be posed by Lewis 
D. Gilbert, inveterate nettle ot pre 
siding officers: 

“In electing directors, why doesn’t 
L&M_ practice its own slogan’ by 
holding a cumulative vote in an ac 
cessible location? Or is ‘Live Mod 


By GRANT JEFFERY 


ern’ simply an advertising shot in the 
arm to keep ahead of Philip Morris’ 
Marlboro man? 

Lewis Dusenbury Gilbert, gadfly 


of some 600 corporations in which his 


family holds shares, indirectly in 
fluences all U.S. industry through 
his persistent, tart questions. Last 


year Few yielded to a greater extent 
than ever before to this « hampion ol 
small shareholders. He divulged the 


once close-kept cigaret industry secret 
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The 
Madness 
Of Advertising 
BIGNESS 


loday any publication, any newspaper, any TV or 
idio program finds it dificult, if not downright impos 
ible, to get any backing from timid advertising agencies 
or advert ny manaper if it cannot proclaim a lot of 
firsts’ in this or that, and particularly in total numbers 
(Otherwi 2. these timid oul fear that a recommendation 


! ohit be que tioned by top management and sales execu 


o they play it ife by recommending only the un 
questioned leaders in the number game. They feel that 
f a campaign in such a medium should be a failure, their 
judgment of the medium itself can't be questioned ‘The 


Hop can be blamed on copy, product quality, price, package 


Yet the smaller medium or the less popular progran 
might be by big odds the better medium or progran 


for a specific product or service. 


There’s nothing wrong, per se, in big numbers, and 


the numerical leader may also be the most effective me 
dium. Our worry is the trend toward accepting the big 
gest number without considering “firstness’” in achieve 
ment and performance. 

Hal Stebbins, head of the Los Angeles agency of that 
name, put it very well recently in a talk before the News 
paper Advertising Executives Association. Said Stebbins: 
“The biggest is not necessarily the greatest; nor is the 
greatest necessarily the best in a given situation. 

“There is too much worship of First too little re 
spect for Finest. The biggest mistake you can make is 
to underrate the importance of editorial vitality and in 
tegrity.... It is people who make up an audience — not 
the audience that makes up people. So while I am natu 
rally interested in how many, | am even more interested 
in how good.” 

Let's consider a relatively current case. Marie ‘lorre 
in a recent column in the New York Herald Tribune 
(which incidentally has to battle the stigma of not being 
the biggest New York daily) wrote: 

“After a futile, eight-year attempt to oppose prop 
erly “What's My Line?” (the Goodson-‘Todman 
CBS panel show) NBC has tossed in the towel and 
given the 10:30 to 11:00 p.m. Sunday time period 


back to affiliated stations for local programming. ‘The 


erchandising or any one of a number of possible alibis ABC network long ago quit trying to grapple with 
PEGGREGERLEET 
the previous year's advertising budget originators expect them to pass, Says the more important purpose of ap 
Ciilbert’s interest: that a poor year Cjilbert. “The idea is to show man praising the work of that segment ot 
not be concealed by cuts in advertising agement that many other shareholders employes called management and de 


outlay which po ibly could prove 


agree with such an idea, In the past a 


termining if improvements can_ be 


leadlier than the original trouble proxy vote ot 256,447 for, to 3,290 ettected. 
Ciilbert is not alone in his issue 778 against, has been built up in the ‘Take this question Gilbert has 
using. He has the cooperation of the fight for an ‘outside’ director at Lig slated for General Motors’ April 25 

| ederation. ot Women Sh ire holder yett & Ni yers. After such a demon annual meeting: 

n American Business, Ine. tration, management often reverses “Is what’s good for Curtice good 
kor all Kew knows, Mrs. Wilma or at least revises, its opinion.” for GM?” 

oss, the group's exuberant president Love them as many executives say President Harlow Curtice’s annual 


ia ilso furn up on March 1] An 
exan ple of her more unnerving tac willingly would 
tie was the time she descended on a ment 


Hoboken, N. J.. meeting of United \Irs 
tate teel ¢ orp dressed as a bobby 


they do, o1 leave them as many others 
can ignore 


holder movement's thesis is that from 


compensation of more than $775,000 


no realistic manage will be under the fire of a non-car 


what Gilbert and owner holding 153 shares of GM 
. OOSs represent, 


‘The small share stock worth some $6,000. In the last 


tew years of waging this battle, Gil 


oxer. (My husband didn't want to Harlow Herbert Curtice, president bert has gained impressive proxy sup 
let me out of the house.”’) Her point (jeneral Motors Corp., down to some port in his uphill fight against GM 


that the meetings ought to graduate 
from a room in. relatively isolated 
teven Institute of Lechnology fo a 


New York City hotel. After Robert 


Ralph Young, insurgent president « 


to the owners. 


f Detractors have yet to substantiate 
New York Central Railroad, threat that the (Gilbert-Soss 


one currently acquiring his first capi board and executive compensations 
tal by selling a piece 


of his business approaching $14 million with 1! ofh 


executives are employes, responsible cers each aggregating more than 


$300,000 vearly. 
Management's argument, as Gil 


influence at bert sees it, boils down to “great lead 


ened to have her ejected from his first meetings has not been in the public ership requires great incentive.” His 
meeting she returned last year with a nterest. Publicity extends their in reply, “Taxes take too high a per 
lady wrestler as bodyguard. fluence and who could cast the first centage of compensation over $200 

In properly functioning share stone at them for not shunning it? QOO a year to justify diverting more 
holder democracy, independent pro Whether or not their questions are funds than that from capital and 
posals are not submitted because their aimed at making headlines, they have dividends.” Gilbert considers higher 
30 
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‘What's My Line?” which has enjoyed unprece 
dented success on ‘T'V and is still going strong. In 
the latest Nielsen report (for December), the panel 
show registered 33.4, while its last NBC opponent 
“National Bowling Champions,” managed a feeble 
1.5.” 

Since when is a rating of 10.5 necessarily “feeble?” It 
means viewers in the millions. 

In this case the show was highly specialized. Out of 
the vast potential audience of consumer families it iso 
lated some four million where the adults are deeply 
interested in bowling, the nation’s biggest participant 
sport. Since the show couldn't possibly interest any who 
aren't sports enthusiasts, isn’t it a fair inference that the 
advertiser was reaching a dedicated audience which might 
pay closer attention to the commercials than would be 
true of the much more heterogeneous audience of “What's 
My Line?”’? And so, even though the bowling show 
was outdistanced by three to one, why couldn’t it be a 
highly productive show for an advertiser? A cigar com 
pany was the sponsor. Perhaps it would have been even 
better for a family product, since the developing interest 
in bowling among women is almost a phenomenon. 

The concentration on bigness may well ruin a lot of 
good advertising mediums and also be one of the worst 
things that ever happened to advertisers. ‘This country 
has always flourished most when competition was strong 
est and it would be catastrophic to advertisers if adve1 
tising became concentrated in a little handful of vehicles. 


Every medium that weathers the storm of competition 


figures to have a vanity rather than a 


is one that has carved out a special niche for itself. It 
has elements which differ from every other medium. Look 
at any second or third newspaper in any city and you will 
find points of strength, degrees of influence, which cannot 
be matched by the top-dog paper. Ditto for all types ot 
magazines or broadcasting programs. Each one that sur 
vives is good for what it is, and the astute buyers at both 
agency and advertiser levels will look for the underlying 
reasons of strength instead of bowing to the madness of 
bigness. This or that medium may be best—although not 
the biggest over-all—because of its strength with a certain 
age group, a national-origin group, a hobby group, a pro 
fessional group, an income group. 

The medium that isn’t on top is likely to be “hungrier” 
than the leader. Perforce it must thresh about for ideas 
to please both readers (viewers, listeners) and advet 
tisers. Being hungry it will try harder to come up with 
fresh, vital editorial material, or programming, and very 
likely will offer more worth-while merchandising help 
We predict that the biggest bonus dividends will go to 
those advertisers who pay the least attention to the num 
bers game and the most attention to such “firsts” among 
media as fresh ideas or improved ways of executing old 
ideas. 

‘The chances are that if an advertiser pursues an open 
minded buying policy, always searching for the best for 
himself, even though it may not be the biggest, he will 


be helping himself even more than he helps the advertising 


Philip Salisbury 
Editor and Publisher 


medium he chooses 


post-meeting huddle in which Grace This year, profits from the 19 ale 


take-home value to executives. His was overheard saying Gilbert should of Lorillard’s cigar division were in 
solution is for each company’s execu have been answered differently. “But volved. John Campbell Henry, a Gil 
tives to be substantial shareholders so it is results, not words, we look for,’ bert associate, expected to attend the 
that they will find adequate recom observes the indefatigable gadfly Gil firm’s New York meeting April 


pense in increasing their stock’s value bert. “No stock 


and yield through higher profits. 


is ultimately worth 


srandishing the brothers’ 1,430 Loril 


more than the quality of the corpora lard shares and other sympathizer 


Progress by compromise was made tion’s management.” Yet he demon proxies under the nose of Lewis Giru 
meaningful to Gilbert by Charles M. strates his confidence in all companies ber, president, and former sales chief 
Schwab, founder of Bethlehem Steel he holds by operating his own port he would have demanded exclusion 
Corp., who urged “not too much folio on a never-intend-to-sell basis from the incentive plan of profit 


zeal.” As a result, headlines such as 
“Fisticufts ‘Threatened at Jethlehem 


In their “Seventeenth Annual Re 
port of Stockholder Activities at Cor 


realized by sale of physical asset 
Without waiting for these develop 


Meeting” have not been seen recently. porate Meetings During 1956 ments, Giruber, who had only been 
But Gilbert will return to Bethlehem Lewis and his brother, John J. Gil appointed last August 1, acceded to 
Steel April 10 to attack the more than bert, focused the attention of 7,500 the independents’ demand. Now the 


$705,000 now aggregated annually by 
Eugene Gifford Grace, chairman, and 


P. Lorillard Co. 


recipients and many more readers on force of their drive will be diverted 
They found that it 


to Ameri an ‘ obacco’s April + meet 


the sum approaching $600,000 cur shared with American Tobacco Co ing. ‘There Paul M. Hahn, president 
rently going to Arthur Bartlett Liggett & Myers Tobacco Co., R. J will be asked to explain why the 
Homer, president. The spokesman Reynolds Tobacco Co., General Mo basis of executive incentives should 
for independent shareholders plans tors, Bethlehem, du Pont, and many include profits from sale of Ameri 


“for as long as necessary” to deal other firms, an 
similarly each year with Crawford 
Hallock Greenewalt, du Pont presi 
dent, now nearing an annual $650 


O00. Last year’s Lorillard report showed 


In his biographic book, Dividends 
and Democracy published last year was calculated 
Gilbert reports a Bethlehem top-brass, 
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tion plan tied to net profits. Ability 
to produce sales would be a more 


realized by sale of an old warehouse 


incentive compensa can’s spur of the Durham & Southern 


Railway. 
Another such arrangement in which 


accurate basis, the Gilberts asserted Lewis Gilbert see po sible abuse 


the increasingly popular profit-sh 


that the net profit on which incentive 
ine luded S900 000 


{continued on page 96) 


12 Months Walking Back. . . 


Cieorge L. White, a handsome Southerner who’s new national sales manager of 
Underwood Corporation's l'ypewriter Division, tells a story about himself that’s a 
capsule sum-up of the man: When he was a flyer with the Air Force in China during 
World War II he was shot down. He walked back to his base. It took him a year. 
White is one of those decept vely quiet Southerners who have been described as having 

i whim of iron He took 10 years to get through college, because the war caught 


him midstream, wanted to do personnel work when he got out. When his first job 


didn’t lead him in the direction he wanted to travel he joined Underwood in his native 


Richmond, as office manager. A year later he transferred to sales and two years after 
that he became division manager sales. Married to a Richmond girl, he has four 
kid hye till under 40—and is “keeping two irons in the fire.” He’s learning his 
new job and combing New York’s Metropolitan hinterlands for a house so he can 


ret out from under his temporary bachelor state 
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THEY'RE IN THE NEWS ty Harry woopwarp 


Get the Picture? 


not if you mean the picture of John M. Hamilton 
the ecently elected president of Binney & Smith, In 
For Mr. Hamilton was celebrating his election with a 
winter cruise as we went to press. But the picture we 


his favorites and he wanted you to se 


; 
‘ 
; 
; 
‘ 
‘ 


have used is one of 
it. Natch. It was done by a moppet who used Mr. H’s 
products—Crayola crayons. John Hamilton used to be 
the company’s V-p in charge of sales and he’s been with 
the company continuously since he graduated from Yale 
in ’33. But he was born in England, was brought by his 
varents to live in New Jersey when he was old enough 
to use Crayola. Later he attended the famed Kent School 
in Connecticut. He loves Connecticut, lives in Old Green 
wich with his wife and three children, the youngest of 
whom is fond of drawing. With Crayola. Under his 
direction—and he thinks of himself primal ly as a sales 
man—the makers of Crayola have launched new and 
aggressive promotional programs designed to keep a 
treasured old name in American industry at the top of its 


field. And remember, Crayola only has to wait two years 


for this year’s babies to become its customers ! 


Secretary into Sales Manager 


When Monroe Pollack, the new p and 
director of sales for United States Plywood 
Corp 1956. sale $202 million) bega 
with the ompany 56 years ago—on Cjeorge 
Washington's birthda he was secretary to 
the pre ident. Matter of fact he ind the 
president, Lawrence Ottinger, who founded 
the compan that the world large 


producer of pl vood, were two-fifths of the 


entire pa roll! ‘loday the compan that 
began in a little store in Manhattan's 14th 
street has 8,000 employe Did Pollack 
anticipate that the peanut vA! ompan he 
oined 


would grow into the giant 


Not i bit ol t he a Bi f | iIwrence 


au 


Ottinger did And | was g ven the oppor 


>’ . aa 
tunity to grow with the compan Hi 


moved away from the typewriter and into 


sale earl in h Career Until he got | 
new post he has been in charge or spe 


product sales. He started the first branch 


‘ 
distribution unit of the compan 1924 


Now there are 103 distribut On po 
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Meet New Mr. Big 


In Aluminum Foil: 


KAISER! 


The young Kaiser management team has shown 
all the speed and flexibility of old Henry J. This 


is the story of how it set up national distribution 


in a race to meet a TY advertising deadline. 


Qn March 14 Kaiser Aluminum 
& Chemical Corp. Products Division 
will fire the first of its big guns in 
thi cal intensive battle for the 
consumer foil market 

Kaiser half price combination 
package [first in the industry to offer 
two types ol foil, one a pecialty item 
will be distributed through groces 


1 he opening hot of Kaiser's entry 


into the national consumer foil field 
ime October | \t that time the 
Products Division changed from a 
tatic regional distribution pattern to 
an agypre ive nation-wide promotion 


Within 90 days of the de 
cision to po national in one jump the 
Products Division: 

| Announced a per ial-use heavy 
duty quilted broiler foil for baking 
broiling, roasting, giving Kaiser “the 
only full foil line” 
tandard household, heavy d ity, all 
purpose and the heavy-duty broiler. 


: Decided to feature the broiler 


Calnpaign 


with three items: 


foil on a newly purchased $314 mil 
lion Kai CT! Aluminum Hout on 
NBC-TV additional 


multimillion-dollar program for the 


budgeted an 


foil promotion alone 

; Set up a nation-wide ales or 
yanization and built brokerage trom 
a stand-by group to a full force of 80 
+t. Won pre-acceptance from 


wholesalers, chain stores and retailers 
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3. Set in motion the first phase of 
a five-year sales plan to win a sub 
stantial share of the consumer foil 
market. 

“Our = first recalls Neal 


. ‘ 
Robinson, sales manager, Consumer 


move,” 


Foil Division, “along with contacting 
marketers, was to establish sales cen 
ters. We set up one in New York, a 
second in Chicago. (Later, our West 
Coast territory was reorganized and 
a third such center set up to cover it.) 
In each of these centers we employed 
what we termed field supervisors and 
area supervisors. ‘The completed o1 
totaled 11 field super 


visors and three area supervisors. 


vanization 


“Because there was no time for 
training we chose men with food mar 
keting and merchandising experience. 

“Every man hired was assigned to 
the territory where he lived and with 
which he was familiar. ‘The reason 
for this is obvious. It became the re 
sponsibility of the area supervisors to 
select and recommend brokerage firms. 

“What we looked for were organi 
zations that covered both levels of 
trade (wholesalers, chains, co-ops and 
retail outlets). 

‘The same criteria were used in 
evaluating the members of our stand 
by force In our strict screening over 
half of the original group were re 
placed and we ended up with a strong 


force of 80 merchandising brokers 
whom we considered equipped to do a 
real marketing job on our products.” 

‘Throughout this period there was 
close teamwork going on between the 
sales organization, Products Division 
Advertising, under the direction oi 
Arthur P. Wandtke, Jr., the adver 
tising agency, Young & Rubicam 
Inc., and the publicity firm of John 
Fearn & Associates. In 60 hectic 
days (from mid-July to September 
15) all the advertisements, engray 
ings, electros, filmed TV spots, 24 
sheets, P-o-P displays and publicity 
for the big push were completed. 

Between early October when con- 
sumers felt the first impact of the 
campaign, and the end of December 
1956, Kaiser foil sales registered a 
230% increase over the last quartet 
of the previous year. In the same 
period the new broiler foil had forgea 
ahead without cutting into sales of the 
companion items in the line. In fact, 
the company so exceeded its own ex 
pectations for the featured item that 
the factory had to reschedule produc- 
tion to a seven-day week, 24-hour-a 
day operation. 

Speed in launching the campaign 
was necessary because Products Divi- 
sion plans were changed almost over 
night. ‘The management had always 
intended to make distribution of the 
consumer foils nation-wide, since Kai 
ser Aluminum operates on a national 
basis. But several factors had com: 
bined to keep foil confined to the 11 
western states and Texas with a few 
sallies into Midwest and eastern mar 
kets adjacent to Kaiser installations. 

One was shortage of aluminum. 
Kaiser was one of the first firms to 
produce household aluminum foil 
after World War II. 

A second reason why the Products 
Division stuck to quiet market-testing 
operations on a regional basis was cau 
tion: it had no desire to take steps 
toward expansion until success looked 
certain in other words, until top 
management felt the time was ripe to 
subscribe to a national advertising 
program that would be competitive in 
the consumer foil field. 

The consumer foil industry as a 
whole, reports show, is increasing at 
a rate of 20% to 25% annually. Here 
is an interesting sidelight on the Kai 
ser campaign. Industry figures show 
that sales of standard household foil 
represent better than 70% of the 
total consumer foil volume. But the 
results obtained in Kaiser’s introduc 
tory broiler foil program change this 
figure because the company’s sales of 
broiler foil represent better than 500% 
of the volume for the three products 
it is currently offering. 

The End 
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Father of Quilted Broiler Foil: 


Neal Robinson, whose name should be called blessed by women who 
no longer—thanks to his idea for broiler foil—need scrub their ovens, 
grew up in the grocery field. He spent seven and a half years as West 
Coast sales manager for a large food brokerage firm—Wilco Co.—in 
Los Angeles. The only interruption in his grocery merchandising 
career was during World War II. He spent four years as business 
manager for a firm making aircraft parts. Six years ago he joined 


Kaiser as sales manager of the Consumer Foil Division. 


Kaiser Likes Men Who Know How to Run Fast 


Now that Kaiser Aluminum is on the verge of 
achieving national distribution for its new foil, Neal 
Robinson, sales manager, Consumer Foil Division, re- 
flects on what it takes for today's sales chief to 
capitalize on his marketing opportunities. 


“About 90%, of our traveling [to set up a national 
sales and sales supervision force],"" says Robinson, “was 
on night flights and week ends." Reason: to build an 
operating sales force in time to capitalize on Kaiser 
foil advertising breaking on the $3!/2 million Kaiser 
Aluminum Hour on NBC-TV commencing October |. 


But the first marketing step was to create a product 
with product differences which could be featured in 
all advertising. "The soap companies had developed 
their products from a single bar of soap used for 
every cleaning requirement,” says Robinson, "to seven 
or eight items now considered indispensable in the 
average household. 


"This led to the idea of producing a specialized 
aluminum foil tailored for broiling, baking or roast- 
ing. Reviewing the matter with national manufacturers 
of stoves we found that about 98°/, of broilers are 
14 inches wide. Existing foil came in widths of 12 
inches and 18 inches. Further research showed that a 
heavier foil was needed: to resist penetration of 
bones in roasting, of sharp implements in broiling, 
and to provide greater advantages in baking (cookie 
sheets, for example). To avoid too-easy tearing, more 
elasticity was needed. So we developed a |4inch roll 
of foil, stronger to resist accidental tearing, and em- 
bossed with a ‘quilted’ pattern to give added ‘stretch’ 
and ridges with air space to prevent sticking. 


"This Quilted Foil was perfected about two years 
ago and market-tested in our western region. We de- 
cided to feature it in our national launching of Kaiser 
foils because the item is exclusive with us and gave 
us something to talk about. 


"The plan we took to marketers included eight main 
points: 
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|. A superior product with unique features, (We 
could point to the new Kaiser Broiler Foil.) 


"2. A price allowing no less than 23°/, markup to 
the grocer. (Retail price of our Broiler Foil is 10 to 13 
cents above the regular foil and provides a worth- 
while markup within the required bracket.) 


"3. A product packaged to be competitively su- 
perior to others now on the market. (Package of all 
three types of Kaiser foil are made of scuff-resistant 
foil laminated board with an improved cutting edge.) 


"4, National advertising support of the product, 
preferably a national television show. (Our answer: 
the Kaiser Aluminum Hour on NBC-TV.) 


"5. Strong local advertising support. (We used 
newspapers, TV spots and outdoor.) 


"6. An added incentive, other than product supe- 
riority, for the consumer to buy the product. (We of- 
fered to let consumers try their first package of Kaiser 
Broiler Foil free. All they had to do was tear off part 
of the cover flap, mail it in to us and their purchase 
price was refunded.) 


"7, For the dealer, practical in-store merchandising 
materials to help build volume of foil and related 
items. (This was done.) 


"8. All major promotions throughout the program 
timed to match maximum sales volume opportunities. 
The current promotion, timed as a pre-Easter offer, is 
a combination package—a box of Broiler Foil and one 
of Household Foil banded together—which offers the 
consumer the latter at half price.) 


"The grocer was allowed to make his full profit on 
first package free ...' and he has nothing whatever 
to do but display and sell the product. We set the 
refund to customers at 45 cents which was determined 
to be the highest retail price of the product.” 

The End 


LISTEN, YOUSE GUYS 
Beduhn 


Advertising Manager Bert 
(left), and Distributor Sales 


Colvin, are about to put on their mob act for Paragon 


Manager Wayne 


agents at a sales meeting. On the table are sketches of 
other “mobsters.” Colvin borrowed gun from small son. 
“PHFT” stands for “Paragon Has Finer Timers.” 


So You Think Manufacturers’ Agents 
Won't Rise to Contest Bait? 


You might be wrong. Consider Paragon's drive to expand 


sales on a general control time switch. The payoff was 


substantial when the firm sponsored a campaign based ona 


rowdy gangster theme and offered common stock as prizes. 


Last year’s bright spot in the record 
of the Paragon Electric Co lwo 
Rivers, Wis., was a “gangland style” 


sale campaign with more than 
$1,000 worth of common stock given 
is prize The drive netted Paragon 
more new accounts and added to its 
business total 
Paragon undertook the campaign in 
in effort to stimulate sales of its 3000 
eries gen ral control time switch, a 
bread and butter item. General 
Sales Manager Read W. Eldred ex 
plained that the firm was trying to pick 
up new accounts and get back some 
that had fallen away 
I he campalz 
Novy {() 
that it increased Paragon’s number of 


distributors by 7% 


ran trom Sept 1 to 


December reports showed 
its regular busi 
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ness by 15%, and its additional new 
business by 13.25%. 

If you've ever tried to buy presents 
for kids who have lots of things, you'll 
appreciate what Paragon was , up 
against in trying to stimulate the cam 
paign 

“The salesmen on whom we de 
pend for most of the sales of these 
switches are manufacturers’ agents,” 
says Eldred. “Giving them cash prizes 
alone would not get the results. So 
we offered shares of common stock as 
an impetus.” 

First prize was 25 shares of com 
mon stock, worth about $375; second 
prize, 20 shares, worth about $300; 
third prize, 15 


$7? c 


shares, worth about 
- fourth, 10 shares, worth $150, 
and fifth, five shares, worth $75. ‘To 


tal value of the $75 shares was $1,125. 

‘These prizes were a real stimu 
lus,” comments Eldred. “The pride of 
ownership in part of the company 
served as a strong incentive.” 

“There was something else, too,” 
ads Wayne R. “Doc” Colvin, man- 
ager of distributor sales. “That was 
the spirit of competition generated by 
our new type of campaign. After all, 
this drive was built on enthusiasm, 
which is the only thing one man can 
give to another that will keep him 
going.” 

The novelty in this campaign was 
the part played by Paragon execu 
tives. ‘They became lowbrow ‘mob 
politicians” “dem” 
and “dose” phrases out of the corner 


uttering ‘‘dese,” 


of the mouth at sales meetings and 
in sales bulletins. 

“Coinciding as it did with the na- 
tional election, we thought a ‘politi- 
cal campaign’ would get more of a 
rise out of the boys in the field,” ex 
plains Colvin. “We thought the less 
dignified we made it, the better. Un 
derstand, now, we are selling an ex 
cellent product, which we all take 
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such 
recognized 


leadership!* 


£ 


The Free Press is King of the Forest among Michigan newspapers . 


Detroit’s brightest and sprightliest paper has 
more readers than any other Michigan paper 


And it’s the fastest-growing, too! 


Today, you see the friendly Free Press everywhere! 


Che Detroit Free Press 


*FIRST IN CIRCULATION —456,768 


Da 


Statemer h 


Represented by Story, Brooks and Finley, Hal Winter Company, & Kent Hanson Associates 
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is the best on the 
thought it could be 
imong our own manu 
clowning 
W. A. 
Ion Sales Manager and Ad 

ertising Manager sert Beduhn 
vorked out the mob motif gave 
everyone from President Kk. V. Platt 
1IOwn a gangland title, and had ad 
ertising artist Al Riutta draw suit 
ible portrait ol a Parts Boss 
Knuckle Man Record  Falsifier 
Cheesecake Peddler, Whip Lasher 
Ward Heeler, Propaganda Pusher, 
ind Bunting ‘Lacker. 


t] an we nteel caricatures 


vents 


Peter 


no one at Paragon. But the 
e the Party Bo 
gy Ned) Platt 
dent I he ale manage! became 
Ward Heeler R. W Slim) Eldred ; 
inager of distributor iles be 
Propaganda Pusher W. B. 
Colvi the division sales 
ime Whip Lasher W. A. 
Petersen the advert ny 
Cheesecake Peddler 

Beduhn 


paign motto 


name 


the presi 


orten 


| phone tically was 

Paragon Has Finer 
I he logan: “Pass the 
the Mob: Pu h Paragon.” 
{ ile meetings, held at 
Chicago, Dallas, San 
\tlanta and Seattle, the 


put on their act. The script 


mono 


PHI 


New York 


hranci a) 


Well 
mob ill here 


if looks like da 
Look, boys, we all 


know why we're here! Had a meetin’ 


wit da Big Boss and he’s very un 
hy Ipps It seems youse guys have been 
pendin too much time pullin’ wires 
nakin’ clip connections; in fact, 
you've been short circuitin’ da whole 
mob.’ 


“Beduhn—Dat 


rl rhit i 


right Lippy, dat’s 


\fter a few more minutes of this 
“Whip Lasher 
out the ile 
quota 

All thi time the pictures of the 
Party Bo the Knuckle Man, the 
Nickle Nurses 

mob” from the head table 

Periodic ales 

ied, sometimes a 
week Sample 

Wi thought youse guys 


to know that the results to 


Petersen would spell 


Campaign, rules prizes, 


looked out at the 


bulletins were IS 


otten as twice a 


would be 

nitere 

hown that for every 3000 

Series that has been pushed there has 
been one other switch sold. . 

“Dat 


and we want youse to keep up 


what we calls dividend 


good woik of pickin’ up these 
extra votes every time ya’s put the 
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bite on someone for a 3000 vote. 
“Better polish your brass knucks 
cause it looks like we’re in for a real 
fight the closer we get to votin’ time.” 
Later in 
bulletin: 


the campaign, another 


Boys, dis is developin’ into a real 
swell dog fight! 
“We've been 


with da way youse guys has been con 


mighty impressed 
ductin’ your campaignin’.”” 

The « ampaign rules stipulated that 
bonuses were to be paid on sales and 
on new accounts, which were defined 
as accounts which had not ordered a 
Series 3000 ‘Timer since Dec. 1, 1955 
even though they had ordered other 
Paragon items. 

A special quota system had to be 
set up, so salesmen who had_ been 
doing excellent jobs would not have 
a harder job ahead of them. “The 
quotas for this contest have been set 
as fairly as we know how,” a sales 


message said. “If your sales have been 
above quota for the past two years, 
your new business quota is propor 
tionately lower. If you have been be 
low quota, it is proportionately 
higher. ‘The potential of your terri 
No terri- 
torial quotas on a national basis are 
ever exact, but we have set these up 
as fairly as we know how to do it.” 

Campaign literature included a 22 
page time switch application booklet 
entitled “Time Is Money.” Illus 


tory has been weighed in. 


trated freely with pictures of time 
applications, the ‘ non-technical-lan- 
guage booklet was designed for the 
contractor. It also contained a Con 
trol Finder Chart listing 60 common 
time control applications and the spe 
cific model to fit the job. Display 
boards were also provided. 

The firm’s advertising, of course, 
featured none of the comedy, and 
smashed hard during the campaign. 
‘The September issues of Contractors’ 
Electrical Equipment and Flectrical 
Construction and Maintenance maga- 
zine carried 2/3 page, two-color ads 
announcing the “Time Is Money” 
booklet and soliciting requests for it. 
In October there followed a new 
campaign with full-page testimonial 
ads in electrical magazines. 

The enthusiasm among the 28 
manufacturers’ agents throughout the 
country was shown at the Paragon 
reception desk and at the switchboard 
late in November. Agents kept a con 
stant stream of calls and reports com 
ing into the Paragon office. 

“Especially feverish in their reports 
and requests for information were the 
leaders,” says Colvin. “First place 
changed hands within the last 12 
hours of the campaign. Also, two 
agents started out in fifth place at the 
beginning of the race and couldn't 
break their tie even at the end. ‘They 
stayed in fifth place throughout!” 

The End 


“this is strange—says 100% orlon!” 
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Following are examples of selected food products which illustrate 
the marketing fact that very few grocery brands are really 


‘ . 
‘national”’: 


ITEM 


TOTAL BRANDS 


NO. AVAILABLE 
NATIONALLY 


NO. AVAILABLE 
ONE MARKET 
ONLY 


BAKED BEANS 190 4 128 
FROZEN FOODS 768 4 476 
SOUP (CANNED) 143 3 82 
SALMON (CANNED) 308 1 203 
FLOUR (ALL PURPOSE) 125 2 88 
CATSUP 141 4 91 

SALT 92 1 69 

VINEGAR 233 1 174 
COFFEE (REGULAR) 337 4 244 
TEA 256 6 188 
DOG FOOD (CANNED) 233 9 142 
INSECTICIDES 601 3 408 


ALL GROCERY 
PRODUCTS 
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12,791 


461 


8,193 


National Distribution? What's That? 


Fewer than 4% of grocery prod- 
ucts on the market today have what 
might be called “national distribu- 
tion.”’ That’s the inference from a 
recent study by Scripps-Howard 
Newspapers of grocery product dis- 
tribution in the 15 cities where an 
S-H paper is published. 

The 15 newspapers Coope rated for 
the 10th consecutive year to study 
77 classifications of grocery store 
merchandise, including all brands 
having 10% or more distribution in 
any one market. Surveyed cities 
were Albuquerque, Cincinnati, 
Cleveland, Columbus, El 
Evansville, Fort Worth, Houston, 


Paso, 


Indianapolis, Knoxville, Memphis, 
New York, Pittsburgh, San Fran- 
cisco and Washington, Ge, 

The survey, excerpts from which 
are included here, indicated several 
yrocery produc t trends: 

(1) private brands of super mar- 
ket chains continue to offer 
strong competition to na- 
tional brands; 


established national brands 


bo 
~ 


do not seem to deter local 
and regional manufacturers 
from going after a share of 
the market; 

non-food items handled by 


(3 


— 


food stores are increasing in 

volume. 
Despite the fact that national distri- 
bution seems to be a comparative 
rarity among grocery products, Sig- 
nificant advances are being made in 
this direction. In 1954, for ex- 
ample, only 373 of 12,039 brands 
were found in all 15 markets. Since 
that time the number of brands sold 
has increased a modest 6% (to 
12,791), but the number sold 
nationally has increased 24% (to 
461). On the other hand, the 
number of brands available in just 
a single market has increased by 
more than 500, dramatically dem- 
onstrating that the local marketer 


can be successful. 


at's the basic benefit you get | 


J 


New Holland Machine Co. 
Division of Sperry Rand Corpe 
New Holland, Penn@e 


AUtt: rrane Le Seyl, Plte Mgre 


Yale & Towne Mige COs 
LOS Lexington Avee, 
hnrysler Blidge, 

New York 17, N.Y. 


att: Bs Fe Twyman, VF. 


Westinghouse Electric Corpe 
Street & Erie Av@e, 
Philadelphia 34, Pennae 


Att: C. Me Smith, Jre, Supre of prod, PEN 


SKF Industries, Inc. 1652 
Front St. & Erie AVG ey 128 
Philadelphia iv; Penna. 2d B 

3% po83 
Att: Karl Keseelring, Ve Pe = Ne. PEN 


Philadelphia Gear Works, Ince 5 
G St. below Erie Ave. LO] 
Philedelphia 3l, Penna ge. 
Q083 
Att: T. E. Marts, Pele FEN 


i tols,Ine 
Sranicy Jarikee 
Yankee -lools,—ines 1 > 


nyo Sremay—Poorr- 23 NS 
1 7 


tehigh Avee & American Ste, ] 
Philadelphia 33, rernee QOo73 


" 
We. We. Peterson, Vel tay 


Minneapolis honeywe ll Regulator Us 
rown Instruments Dive 
wayne & Hoberts AveSe 


Philadelphia Udy Pennae 


from Penton’s 


million dollar census ? 


Our million dollar investment in the Penton 
Continuing Census is paying you big dividends. 


How? This is a Continuing Census. For 16 
years it has been combing the market daily for 
new plants. It is continuously catching the 
changes—checking on personnel turnover, 
product diversification and plant expansion 


throughout this changing market. 


All of this gathering of information doesn’t 
help you one iota. It’s the way we use it 


that counts. 


You may assume your basic benefit from this 
million dollar census operation is the market 
research information you get—but that’s not 
it. Important and helpful as such data is to 
so many of our advertisers—that’s only a 


by-product of our census. 


What is the basic benefit you get from Penton’s 
Continuing Census? It is constantly effective 
coverage of your markets. We’re using our 
up-to-the-minute census findings constantly 
to be sure we're reaching the right men in 


the right plants. 


That’s what you want. That’s what you get 
from each Penton publication to make your 


advertising more effective. 


the P EN TON 


Publishing Company 


PENTON BUILDING *« CLEVELAND 13, OHIO 


‘ Priladelphia Je, *©"™ 
a 


att: E- Re 


Schmidt, Execs Yets 


(Sales Management recommends for your reading an article in the 
February issue of Nation’s Business entitled "Selling Tomorrow's 
Market." It deals largely with the meanings now attached to the word 
‘marketing, and what typical companies are doing to study consumer 
wants and needs and then to build the organization structure and to co- 
ordinate rnanagement functions in the light of those wants and needs. The 
author, Philip Gustafson, points out that the new trends have revised the 
qualifications for the successful sales manager. We quote, below, what 
he has to say about today's effective sales manager as compared with 
the manager whose job pattern and qualifications have been outmoded. 


—The Editors. 


Sales Manager, 1957 Model 


itting on top of this sales structure is the 
man who sets the keynote: the sales manager, A 
cording to a consensus of marketing counsels and 
ales executi , here are some of the things he 


must be: 


He must be a different kind of man than was 
the sale manager ol the past. ‘Then the sales 
Manager u ed to be the best salesman graduated 


to the top. “Today his job is sales management it 


a very real sense. While he still should come from 
the sales force, the emphasis in his work must shift 


on the way up the ladder, 


be overloaded with the details of the job. He must 
learn to delegate authority. His changed role de 
mands that he stay home more of the time. Yet he 
can't lose touch with his customers and what’s going 


on in the market. 


He needs to know a lot beyond the boundaries of 
sales: psychology, economics, finance and company 
policy. He'll have to learn to understand the fun 
tions of advertising, market research and the like. 
He’s going to have to evaluate the advice he gets 
from specialists in these fields and put it into prac 


tice in sales. 


He must get away from the crisis kind of opera All the marketing research efforts are to no avail 
tion from answering calls from Good Old Joe if that last job is not done — to close the gap be 


who wants the boss to come out to the West Coast 
and sell him out of a critical situation. ‘The sales 
manager can no longer be a crutch for his men, in 
the new way of thinking. Doing the job for Joe 


only undermines Joe’s confidence in himself 


The new sales Manager can't be the old haranguet 
who rallied his men with the ery, “Let's get out 
there and fight.”’ He still has to be a leader. But 
the old bromides won't work for the more intelligent 


people coming nto sales today. 


Lhe new sales manager must be able to plan the 
objectives of his department, chart the best sales 
course, organize and direct his men so he can keep 


fingertip control on what's happening and still not 


tween the salesman and the customer. All of the 
advertising and research preliminaries were done 
in an effort to help the salesman make the final sale 


So the sales manager will have to learn to use them. 


‘The exact approach a company takes is secondary 
to the basic change in its attitude. In some com 
panies it will take years for the change to be fully 
reflected, marketing authorities say. Yet if this 
change is not introduced, they warn, a company 
may find its markets have slipped away. And, as 


one management consultant put it, 


“The graveyard of dead businesses is full of com 
panies that did not remain sensitive to customer 


needs.” 
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gain! 


AO ulbhwNhN — 


{6 


954 


PAPER 


Milwaukee Journal 

Los Angeles Times 

Chicago Tribune 

Atlanta Journal G Constitution 
Nashville Tennessean 


St. Louis Post-Dispatch 


th- 1955 


LINAGE 

2,586,814 
1,641,175 
1,571,960 
1,530,911 
1,487,500 
1,415,679 


— 


In COLOR 
Advertising! 


7 San Jose News & Mercury-News .. 1,322,939 


8 Long Beach Independent-Press Tele. 1,308,061 


29 
30 


Houston Chronicle 


N. Orleans Times-Picayune G States 


Cincinnati Enquirer 

Dallas News 

Fresno Bee 

Dallas Times-Herald 

Miami Herald .. ache 
St. Paul Pioneer Press G aaa 
St. Petersburg Times 

Fort Worth Star-Telegram 
Denver Post . 

Omaha World-Herald 


Washington Post G Times-Herald . 


Long Beach Independent 
Columbus Dispatch 
Cincinnati Post 

Los Angeles Examiner 
Minneapolis Star-Tribune 
Seattle Times 
San Diego Union ........ 
Houston Post 


Nashville Banner 


(All Figures From Media Records) 


SAN JOSE Mercury ann News 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 
REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC 


San Jose... 
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1,277,062 
1,267,552 
1,193,478 
1,148,431 
1,126,544 
1,119,007 
1,097,925 
1,091,461 
1,087,063 
1,083,185 
1,061,793 
1,055,374 
1,040,446 
1,031,896 
1,028,207 
1,023,623 

994,425 
986,542 
978,042 
950,031 
937,221 
927,352 


with 
1,322,939 
Lines ! 


Up from 24th to 7th with linage doubled in 
two short years! That's the San Jose Color 
Story, and it’s indicative of the enormous 
growth of our area and our newspapers... 
for Metropolitan San Jose is an Up and 
Coming Billion Dollar Market! Better find 
out why. Write us or Ridder-Johns for the 


full story on Metropolitan San Jose. 


“Not Included: 826,839 Lines in 
Morning Mercury. 


Heart of California’s Second Gold Rush! 


When Salesmen Fail to Produce, 
Look for Emotional Blocks 


Many men who seem well qualified for selling fall below 
par in performance. What's the trouble? Chances are it is 
explainable in terms of attitude, morale, or idea pattern 
which has caused a drift away from tested selling principle. 


By EDGAR PAUL HERMANN 
Director of Publications, LaSalle Extension University 


Corrie ale men 


cialty 


particularly spe 
alesmen, do not attain the pro 
duction 
abilitie 


uccess which their apparent 
at least for 
i long time, too long a time. 


cem to suggest 


\ group of sales executives and 
psychologists of which I was a mem 
ber attempted to put a spotlight on 
ome of the major reasons for emo 
tional blocks to successful selling. 

We had, among us, interviewed 
more than a thousand failures or semi 
failures who had rated high in pre 
employment tests, in interviews with 
ales managers, and had apparent high 
qualification for strong positions in 
intangibles or service specialty fields: 
subscription books, insurance, mem 
berships, publication advertising, edu 


cation and investments 


Lots of “Reasons Why” 
We compiled a list of 10 “alibis” 


which recurred most often in the 
statements made by these potentially 
good salesmen, all of whom claimed 
that they liked people, were strongly 
sold on their propositions, were will 
ing to work hard, and had great de 
sire to succeed, Here are the situa 
tions or conditions out of which they 


arise: 


1. Difficulty in rebounding after a 

rebufts. Weakening of 
resiliency after a row of 
a period of slump. 
(jrowing suspicion that, after all, they 


string of 
spiritual 
turn-downs ot 


were not qualified for sales success. 
Weakening of the backbone! 

’. Partial morale and social paraly 
sis. Growing feeling of alone-ness. 
Far away from headquarters. Con 
tact by correspondence and bulletins 
not sufficient. “Hard to play end 500 
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” 


miles from the quarterback. 


3, Overcompensation for threatened 
inferiority complex. Sales situations 
spoiled by attempts at dominance, 
pressure, whistling in the dark. 


+. Peeved at extent of paper work 
and routines. Failure to understand 
need for records and standard sys- 
tems, and inability to garner helpful 
by-products of selling from desk and 
“think” hours. 


5. Bursting bubbles. Failure of 
“great idea” short cuts or magic ideas 
which were in their minds to replace 
the standard plugging and long hours. 
Unwillingness to accept the values of 
office research, marketing 
studies, as of sound value to local situ 


home 
ations. 


6. Green pastures fever. “Things 
look better over the fence.” Idea of 
part-timing over there. Shot  scat- 
tering, time dissipating. 


7. Personality-does-it complex. 
Back slapping, story telling. ‘Ten- 
dollar ties. “The mayor is my buddy.” 
Distrust of reason-why, advantage- 
proof-action formula. Idea that sales 
are at least partially made on a-favor- 
to-a-good-fellow basis. 


8. Equipment complaint. “My kit 
isn’t adequate. ‘The standard sales talk 
doesn’t work. Sales plan isn’t good 

, 
enough. At least I can’t work them 
suct essfully.” 


9. Frustration. “Something about 
this proposition and kind of work has 
debilitating germs to it. I come home 
at night physically tired, mentally 
confused, spiritually licked.” 


10. Chance theory. ““This is a game 
where luck determines. I was lucky 
enough a few times to be at the right 
place at the right time, when a pros 
pect was in the mood to buy. I’ve 
done better playing my hunches than 
by straight line systems. But my luck 
and my hunches don’t pay off often 
enough.” 

Quite an indictment. What are 
such men doing in the selling field, 
one may well ask. But just a minute! 
Few, even bottom-level salesmen, have 
all these blocks. One or two or three 
at a time, perhaps. Then again many 
top salesmen are plagued at times by 
some of these same blocks. 

The possible solutions are to get 
men with a lot of these hazards, and 
who cannot remedy their difficulties, 
out of selling and into some other 
fields of work or, more important, to 
help most of the troubled men to help 
themselves. 


Reassurance Helps 


Recognizing the fact of the blocks 
is the first step, usually. (Conviction 
of sin!) Recognition of the fact that 
there are ways to overcome them. 

Perhaps most of the salesmen who 
experience the blocks most and who 
are often at the bottom of the pro 
duction list (and earning on an aver- 
age less than a third of those at the 
top level) need a thorough reselling 
on their jobs, on their propositions, 
and on their own masculinity. Why 
are they selling? What do they ex 
pect to achieve? What do they want? 
What are they willing to do about 
it? 

They need to have their enthusiasm 
regenerated. They need, not to have 
their flaws picked at, but to have their 
strength accented so that it may be 
more confidently realized and applied. 
Some of them need to go back to 
fundamentals concerning techniques, 
of course, but most of them have 
weakening not of the intellect or of 
the desire but of the spirit and the 
will. 

Of course they need to get a few 
shots in the fervor by seeing some 
good examples or proposition or prod- 
uct in action, doing a good job, satis 
fying buyers. They need to survey the 
possible service that can come to more 
people, in widening areas, and at 
higher levels. They need to be resold. 
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1/] postmarks are actual reproductions, Post 


fhices mentioned in the text really exist 


Grit rides your advertising into America’s least exploited market 


If you are the Driver (Ark., Va.) of your company’s 
advertising Auto (W.Va.), you want to steer it to 
the most productive markets 

Right at the top of your list today should be the 
small towns of America—true small towns suffi 
ciently remote from big cities not to be influenced 
by them. According to a recent Sales Management 
survey, the amount advertisers spend to reach non 
metropolitan families is, per family, less than ha// 
that used to persuade the big-town species. In the 
small-town market—America’s least exploited mar 
ket—your advertising dollar has /ess competition 
and doe: more work 

All of which leads quite naturally to the subject 
of Grit. For 74 years now, it has grown steadily and’ 
soundly until today it is favorite reading for 


850,000-plus families in 16,000 small towns the 
length and breadth of this U.S.A. Its circulation 
concentration in towns of 2500 and less (58.53%) 1 
miles ahead of that of any other national publica 
tion. And its percent of single-copy sales is a 
phenomenal 90.15 

No other publication has been able to match the 
success of Grit in reaching small-town people on a 
sound economic basis. No other publication has 
won such small-town reader loyalty, such respon 
siveness to both editorial and advertising column 


You'll Speed (Ind., Kans., N.C.) down the High 


Way Ky to bigger small town sales when you 
advertise in Grit! 

Grit Publishing Co William port Pa, Repre ented | ~oOlaro 
Meeker & ott in New York, Chicago, Detroit, Philad Iphia and by 
Doyle & Hawley in Los Angeles and San Francisco 
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{OPO 


can heip your business... 


inside and out! 


\ 


\\ 


\ 


yy 


jf yy Yi 


Zippo works with many firms, large and small. 
Here are some of the ways we can heip you: 


ADVERTISING! Your trademark, or message, on a Zippo gets 
frequency of impact for years! Costs less than l¢ per week! The aver- 


age user will light his Zippo—and see your name— 73,000 times! 


GIFTS! (Quality Zippos in many gracious models for the full range 


of your gift giving! 


INCENTIVES! Zippos spark interest in incentive and suggestion 
programs. .. and lasting stimulation for managers, salesmen. distrib- 


utors, retailers and others. Any message can be engraved! 


RECOGNITION! Say “Thanks for a job well done” with Service 


Recognition Zippos. | sc the wide range ol Zippo models to improve 


plant safely, commemorate anniversaries... banquets ... Sports events 
housewarmings any outstanding occasion. 
The famous Zippo guarantee —if anything ever goes wrong 
with a Zippo, we fix it free —assures you of a lasting gift of 
finest quality! Send coupon below for the full story! 


Please furnish me information on how Zippos can help me with 


| 
i 

i l 
Advertising Gifts Incentives Recognition 
i Name Position | 
i ! 
| | 
| Address 


Des cies) ap ca enn ae cw oe oe cs oe os a ee ee es ee 
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These 10 blocks are trivial to the 
truly enthusiastic missionary of busi 
ness. But let us take up some of thi 
blocks in turn and examine some ot 
the obvious roads over, under ot 
around the objections. 


Slump and discouragement. Noth 
ing that a few good sales won't 
remedy, even if the sales come hard 
by main push of harder work, more 
hours, better care in applying even 
limited skills. ‘I don’t need a book 
on farming; | ain’t farming as good 
now as | know how.” He will get 
it trom 


the idea. ‘Then encourageme 
another enthusiast. Reading and a 
cepting some optimistic literature. Re 
butting a brother-in-law or somebody 
who says: “I told you so” or “I knew 
you couldn’t make the grade.”’ A visit 
to a booster customer or, tor some 
men, a tranquilizing hour in a chapel, 
at a concert, or in a gallery—all are 
possible, depending on the man. But 
he must want with all his might to 
move that block out of the way. 


Action Suggested 


Feeling of loneliness. ‘Vell him to 
go and talk to a satisfied customer. 
Get him out of his own self-pity 
mood. ‘Tell him to write a friendly, 
enthusiastic letter to the home office, 
to a supervisor, to a customer, ‘Tell 
him to go where people congregate, 
particularly people who might be his 
prospects. Basketball game. Luncheon 
club. Men’s brotherhood. Even the 
fire station or post office. Persuade 
him to talk to people, to do more 
thanking, more complimenting, and 
more appreciating of the things he has 
that can help him get the things he 
wants. 


Smart aleckism. ‘The personality 
boys who are at the top of the sales 
heap, he will find if he inquires 
deeper, have something in addition to 
a traternity pin, a resonant voice and 
a ready grin. Tell him not to say 
“cheese” all the time, even if it pro 
duces pseudo-smiles. Be couth, fellow, 


but not too fancy; social-minded but 
not too sticky. 


Desk and routine. Maybe it does 
irritate a salesman to have to do some 
bookkeeping and paper work—but 
there is gold in those desk drawers! 
Ideas for prospects and prospecting 
discoveries of little boo-boos that he 
need not make again, plans that might 
work into practicable programs. Pa 
per work can be more than a neces 
sary evil—it can be like a regime of 
vitamin pills. 


Bursting bubbles. Could be, of 
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ourse, that some trick approach gets 
n into a guarded ofhce—but he 


iy be bounced out pronto. Could 
be that a trick demonstration gets a 
sale or two, but it can wear out 

ckly. In the long run, the standard 
proved tec hniques have it all over the 
Hash-in-the-pan tricks that seem so 
sparkly. 

Green pastures. When he gets over 
that fence, all too often he discovers 
that the verdant succulent for ige Is 
where he just came from. It is com 
paratively easy to find out a bit about 
what's in the other pasture before 
crawling through the barbed wire. 
‘The devil you know is better than 


the devil you don’t.” ‘The roving eye 


sometimes figures one can sample other 
pastures by Spare-time Work. nen a 
guy spreads himself thinner and 
thinner, and eventually may flop com 
pletely. He can tell himself these 


things if his eve roves 


Personality stuff. Well try it if you 
must, mister, but it may take so much 
effort to be a Beau Brummell, a 
Chamber of Commerce greeter, a yes 
vesser, that selling effort wanes. And 
did you ever buy anything trom any 


body just because he wore a tux? 


That kit. lf the kit and the talk 
can be improved, who can do it better 
than you, locally, on the spot und in 


formed ? 


Frustrated. Only a tired, crazy 
mixed-up kid, they say of the de 
linquent who goes out and commits 
second degree murdet or something. 
Frustration exhaustion, aren’t cause 
of sales lethargy but results. Find 


someth ng else to blame 


Luck. You won't necessarily believe 
it fellow but luck is isually on the 
ide of the man who its best prepared 
and who works hardest and most 11 


telligently at his sell ng job 


The End 


COMING SOON 


"Is Communications Failure 
The Weakest Link 
In Management?" 


Every successful manager 
uses some of the techniques 
of good communication daily. 
But, if he improves his under 
standing of them, improves 
his skill, he can be a better 


manager still. 
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Old Settlers for New Homes 


WHEN YOU MOVE LONG-DISTANCE THE MAYFLOWER WAY 


> By “old” we mean experienced. And by “settlers” we mean 
helpful, willing, competent moving men who are anxious to help 
the families you move get comfortably settled in their new 
homes. They assemble all lamps, beds, and other pieces which 
have been dismantled for moving. They arrange all the furniture 
as directed. They'll do the unpacking if that service is part of 
the order. In short, they'll do everything possible to make the 
new home immediately livable. This saves time, trouble, and 
money for the people you move, your company, and yourself, 


Let Mayflower do it for you. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 


Mayfiower Service is available through selected warehouse agents through 
out the United States and Canada. Your local Mayflower agent is listed under 
Moving in the classified section of your telephone directory 


* 


NATION-WIDE 
FURNITURE MOVERS 


America’s Finest Long-Distance Moving Service 
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WORTH WRITING FOR. 


Madison, Wis. 


Updated information to use in 
evaluating this major market. It 
ABC ‘Trading Area includes all or 
part of nine counties with a popula 
tion of 381,300. ‘Total retail sales are 
estimated at $180,521,000 in Madi 
on. Wholesale sales amount to $168 
000,000 and $19,778,000 are spent on 
Data cover comparison per 
cent gain 1948 to 1955 Madison 
Dane Count 9-county “Trade Area 
with the United States, East North 
Central and Wisconsin 
tion, net effective buying income and 
Madison 
per family retail sales in comparison 
with the 260 Metropolitan Area 
average ‘Trade Area total retail sales 


by classification; farm income; manu 


SeTVICE 


in popula 


bu ing income per family 


facturing establishment Copies of 
“Madisor Wisconsin’s Fa 
(jrowing Major Market” may be ob 
tained from William H. Scrivnet 
Advertising Manager, Madison 
Newspapers, Inc., 115 S. Carroll St 
Madison 1, Wi 


test 


Metalworking 


All the figure needed on this 
\merica greatest industry. Manu 
ile In 19 6 amounted to 


$135 billiors % above 19 Chis 


exceeds the combined total of the next 


i ire 


five largest manufacturing industries: 
food, textiles, apparel, petroleum and 
oal products, and chemicals. Detailed 


ire world production; production 


ipacity; ferrous production; distri 
bution teel hipments ; castings; con 
tainer ind clo ire Prices ; non 
1¢ rt metal 1! ichine tool ma 


chinery and equipment; 
farm equipment ; bus 
labor; trade; finance 


materials; 


transportation 

ness indexes; 

fuel power-raw construe 
tion. Copies of “Facts and Figures of 
the Metalworking 
available from H. G. Rowland, Ad 
vertising Director Steel, Penton 
Building, Cleveland 13, O. 


How to Reach lowa Farmers 
Findings of a survey conducted b 

the Statistical Laboratory of 

State College to find out where lowa 


low l 


farm operators and homemakers go 
for information to learn of develop 
ments of interest and help to them. 
Data provide a basis for comparing 
acceptance of publications going into 
their homes as communication media 
and measure the prestige attached by 
the farmer to the various media to 
which they go for information. To 
provide information for analysis of 
the relationships between the com 
munication media and various char 


households 


there are a number of 


icteristics of the farms 
ind persons 
items of classification data ige, nun 

ber of persons in the family, size 
of farm, farming and homemaking 
practices, etc. The full report, “In 
FAR Mation Please!” sells for $10 a 
copy. Write to S. J. Palmer, Advert 
tising Manager Wallace's Farmer 
and Towa Tlomestead, Des Moine 

la 


Shopping Centers 


Depth study of centers within the 


San Francisco Bay Area 
eventh most important market in the 


nine-county 


to sell the Kansas farmer 


_ buy the Ka 


PUBLISHED BY CAPPER PUBLICATIONS — LARGEST AGRICULTURAL PRESS IN THE WORLD 


ms 


Sales Offices: Mew York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 
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applian Cs, 


Industry | are 


‘ ~ 


lation ince 1945, 103 centers have 
sprung up. The report subdivides the 
total number of merchandising units 
and stores or service outlets, with 
total square footage ot sales area in 
each unit or store. Character and 
future plans for each center are dis 
cussed: sales area, estimated annual 
sales and trading area population 
parking capacity, and estimated family 
income for area residents. ‘There is 
ilso detailed information about pro 
advertising 


motional and arrange 


ments, background on_ history of 
development and expansion potential 


factors affecting the 
communities near the centers. At the 


beginning of each county’s section is 


and economit 


a large color map which folds out to 
double-page size. A copy of “New 
Shopping Areas—San Francisco Bay 
\rea Market may be obtained by 
writing to George S. Brumback, Ad 
Director, The San Fran 
Market and ‘Third 
an Francisco 3, Cal 


ertising 
41800 examiner 


Streets _ 


The Falls Cities Drug Trade 


1957 route list of wholesale and 
retail drug outlets in Louisville, New 
Albany and Jeffersonville compiled 
for salesmen working in this area. Re 
tail drug stores in the Metropolitan 
Louisville area are listed in the dire 
tory according to geographic districts 

Whole 


ilers, rack jobbers and chain drug 


ind easy-to-follow routings, 
tore operators are included in the 
listings. A fold-out map shows the 
three counties—Jefferson, Ky.; Clark 
ind Floyd, Ind.—that constitute 
Metropolitan Louisville. The “1957 
Directory of the Drug Trade in The 
Falls Cities” sells for 50c a copy to 
Write to sasil P. 
Caummisar, The Courier-Journal and 
The Louisville Times, Louisville 2 
Ky. 


non-advertiser 


tee 

ye 
ns a’ Farmer | 
ay 
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Ol’ Man River keeps on rollin’ along .. . 


... fight down the middle 


Ol Man River, says the song, “don't do nuthin’ 


but keep on rollin’ along Don't you believe it! 
The mighty Mississippi does plenty in the neigh- 
borhood of the Twin Cities. _ 

For one thing, its tumbling power gives electric 
muscles to such industrial giants as St. Paul’ 
mighty Ford Company plant, located opposite the 
first locks on the Mississippi pictured above 

For another. it churns its way right through 
the Twin Citic 
two giant markets. And the 486,100 people* who 


effectively separating these 


of the Twin Cities market! 


do their living on the St. Paul side of OP Man 
River do their spending there, too . . $596 
million a year! 

What’s more, their buying guide is the ONI 
AND ONLY new paper to land on virtually every 


door tep in the entire St. Paul market . , the 
St. Paul Dispatch Pioneer Pre None other 
NOT ON] even scratches the surface 


There are no ifs, ands or buts about it To 
SATI RATI the St Paul Market" you need the 
[)j patch Pioneer Pre 


FAMILY COVERAGE 


Washington Counties) 


46.1% 


(Ramsey, Dakota and P 
76.8° 


87.5% q Hashizgion Cos 


ST. PAUL DISPATCH 
PIONEER PRESS 


OTHER TWIN 
CITY DAILIES 


MORNING EVENING SUNDAY 
urv y of Bu Pow D ; ‘h i : l — 
st. ™ PAUL 

apt D H $ PATC i ~ REPRESENTATIVES 

Tt , . ° RIDDER-JOHNS, INC. 

At Ato er SPAPER © NEW YORK - CHICAGO - DETROIT 
~ SAN FRANCISCO - LOS ANGELES 
PION FER PR ee org aieaes 
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Spot TV's 
Annual “Take” 


Soars to 


$397,000,000 


Spot TV 
Fourth Quarter Expenditures 
By Product Classification 


4TH QTR 4TH QTR. % OF 
NDUSTRY 1956 1957 CHANGE 
Agriculture $ 310,000 $ 378,000 ~-—18.0 
Ale, Beer & Wine 8,442,000 9,446,000 —10.6 
Amusements, Entertainment 90,000 119,000 —24.4 
Automotive 4,249,000 5,321,000 —20.2 
Building Material, Equipment, 

Fixtures, Paints 651,000 1,069,000 —39.1 
Clicthing, Furnishings, Accessories 2,813,000 2,485,000 +13.2 
Confections & Soft Drinks 6,961,000 5,391,000 +29.1 
Consumer Services 3,973,000 3,146,000 | 26.3 
Cosmetics & Toiletries 8,307,000 7,864,000 + 5.6 
Dental Products 1,765,000 2,779,000 —36.5 
Drug Products 9,537,000 8,909,000 +-7.0 
Food & Grocery Products 28,998,000 27,106,000 +-7.0 
Garden Supplies & Equipment 54,000 43,000 +-25.6 
Gasoline & Lubricants 4,793,000 3,698,000 }- 29.6 
Hotels, Resorts, Restaurants 70,000 50,000 + 40.0 
Household Cleaners, Cleansers, 

Polishes, Waxes 2,391,000 2,004,000 +19.3 
Household Equipment-Appliances 2,354,000 2,444,000 —3.7 
Household Furnishings 1,182,000 833,000 +419 
Household Laundry Products 3,013,000 4,318,000 —30.2 
Household Paper Products 1,703,000 951,000 +-79.1 
Household, General 497,000 992,000 494 
Notions 116,000 200,000 —42.0 
Pet Products 1,649,000 1,294,000 27.4 
Publications 135,000 133,000 +15 
Sporting Goods, Bicycles, Toys 1,161,000 659,000 +-76.2 
Stationery, Office Equipment 89,000 105,000 —15.2 
Television, Radio, Phonograph, 

Musical Instruments 832,000 1,646,000 —49.5 
Tobacco Products & Supplies 8,115,000 6,440,000 +-26.0 
Transportation & Travel 761,000 1,000,000 —23.9 
Watches, Jewelry, Cameras 1,613,000 2,138,000 —246 
Miscellaneous 1,218,000 911,000 +33.7 

TOTAL , $107,842,000 $103,872,000 -+-3.82% 


Source: Television Bureau of Advertising, New York 


Spot is the flexible, market-by- 
market way to do TV. 


Spot means all TV advertising 
between network and local. 


Spots can be announcements, 
participations, "ID's," shows... 


Today, 2,787 advertisers "spot" 
their TV market targets. 


Five industries now spend half 


of all spot TV dollars. 


But scores of others find spot 
Sells Plenty of Things. 


TvB reports on who spends how 
much in this big medium. 


Its study reveals, for first time, 
year-to-year trends. 


Spot TV has stood up to be 
counted. 

‘The counting is done by ‘Television 
Sureau of Advertising, New York, 
based on N. C. Rorabaugh reports of 
advertisers’ use of this medium. 

Of some $1.2 billion spent by all 
advertisers in all types of TV in the 
year 1956, spot TV took one-third: 
$397,498 O00. 

Because the continuing TvB study 
was started with the fourth quarter 
of 1955, full-year comparisons are 
not yet available. In fourth quarter 
1956, however, from fourth-quarter 
1955, the bureau estimates that spot 
TV expanded from $103,872,000 to 
$107.842.000. 

TvB’s figures are gross time costs 
but do not include talent or produc 
tion. 

I’stimates on spot TV by McCann 
Ierickson for Printer’s Ink—covering 
net time and including talent and 
production—show a lower year’s total 
in 1956 but a higher rate of growth. 

While this study gives spot TV 
only $325 million in 1956, the 24.8% 
rate of gain estimated for it from 1955 
was faster than any other medium 
covered: 

Slightly faster than the 22.4% for 
network ‘TV and the 20.2% for local 
rv; 

More than three times as fast as 
direct mail, business publications, 
magazines and newspapers ; 

More than five times as fast as 
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Advertisers Who Spent $250,000 or More 
On Spot TV in Final Quarter of "56 


RANK FIRM EXPENDITURE EXPENDITURE* RANK FIRM EXPENDITURE EXPENDITURE* 
1956 4th QTR. 1956 4th QTR. 1955 Te ath QTR, 1956 4th QTR. 1955 
a Brown & Williamson Tob. antag $2,866,700 $2,739,100 50 American Home Foods 407,000 254,600 
2. Sterling Drug, Inc. 2,391,600 1,893,000 51 Anheuser-Busch, Inc. 405,700 263,000 
3. Procter & Gamble Co. 2,324,400 4,064,600 52 Ward Baking Co. 401,900 201,900 
4. Continental Baking Co 2,012,800 609,000 53 Piel Bros,, Inc. 395,200 407,900 
5. General Foods Corp 1,939,200 2,004,000 54 Lipton, Thomas J., Inc. 394,600 164,400 
6 Morris, Philip, & Co. 1,924,100 1,175,700 55. Socony Mobil Oil Co. Inc. . 393,600 320,500 
7. Colgate-Palmolive Co. 1,775,900 1,231,000 56. Wrigley, William, dr. 392,800 

8. Hall, Robert, Clothes 1,664,400 1,245,500 57. National Dairy Prod. Corp. 386,700 

9 Anahist Co., Inc. 1,523,100 887,800 58. Food Mfgrs., Inc. 382,100 

10. Lever Brothers Co. 1,297,800 394,100 59 Wesson Oil & Snow Drift 370,400 267,200 
li National Biscuit Co. 1,180,300 1,158,500 60. Proctor Electric Co. 367,400 251,900 
12. Ford Motor Co. 1,178,500 1,746,800 61. Pillsbury Mills, Inc. 353,600 306,100 
13. Carter Products, Inc. 1,167,200 319,200 62. Standard Oil Co. of Ind. 350,200 182,100 
14, Miles Laboratories, Inc. 1,162,200 1,561,400 63: Heinz, H. 4., Co, 346,000 304,000 
15 Coca-Cola Co./Bottlers 1,043,400 835,300 64. Associated Products, inc. 345,700 

16. Grove Laboratories, Inc. 1,018,400 419,000 65. Sinclair Refining Co. 341,900 

17. Kellogg Company 978,400 1,199,300 66. Plough, inc. 339,600 367,000 
18. Corn Products Refining Co. 976,100 417,300 67. Pabst Brewing Co. 339,000 294,200 
19 Bulova Watch Co. 975,600 1,238,900 68. Minute Maid Corp. 335,900 466,700 
20. Liggett & Myers Tobacco Co. 910,700 902,100 69. Reily, Wm. B., & Co., Inc. 335,500 122,900 
21 American Tel. & Tel. Co. 897,400 70. Gallo, E. & J., Winery 329,700 256,800 
22 Avon Products, Inc. 865,600 296,700 71. Adell Chemical Co. 329,300 

23. American Tobacco Co. 841,900 72. Florida Citrus Commission 326,700 598,500 
24 International Latex Corp. 835,000 73. Kimberly-Clark Corp. 324,400 

25 Nestle Co., !nc. 834,000 961,600 74. Mars, Inc. 311,500 181,200 
26. Chrysler Corp 828,500 558,100 75. Tea Council of the U.S.A 311,200 403,300 
27. American Chicle Co 802,300 247,400 76. Beech-Nut Life Savers, Inc. 309,900 258,300 
28 Republican Party 772,400 77. Clorox Chemical Co. 307,900 

29. Warner-Lambert Pharma. Co. 729,600 755,200 78. Hamm, Theo., Brewing Co. 306,700 274,200 
30 General Motors Corp. - 700,700 1,423,700 79 Sunshine Biscuit Co. 302,900 315,900 
31. Lorillard, P., & Co. 696,600 260,900 80. Lionel, Corp., The 298,600 

32. Esso Standard Oii Co. 687,800 553,600 81. Carnation Co. 296,900 183,500 
33. Factor, Max, & Co. 678,200 82. Pharmaceuticals, Inc. 294,500 226,800 
4 Ritchie, Harold F.. Inc 667,000 703,300 83 Pacific Coast Borax Co. 290,300 265,500 
35 Shell Oil Co. . 642,200 464,800 84. DuPont, E. |., de Nemours 282,800 356,700 
36. Antell, Charles, Inc. 616,100 217,800 85. Falstaff Brewing Corp. 280,400 354,900 
37. Ralston-Purina Co. —_ 596,300 117,200 86 M. J. B. Co. 278,800 

38. Pepsi Cola Co./Bottlers tala 584,800 428,000 87. Drew, E. F., & Co., Inc 277,600 

39. Peter Paul, inc. ~~ roe 583,700 567,900 8. Quaker Oats Co 274,500 

40. Folger, J. A., & Co. — 571,500 424,300 89. Carling Brewing Co., Ine. 273,000 

41. Northern Paper Mills 525,200 430,400 90. — Buitoni Products, Inc 266,900 133,600 
42. National Presto Ind. 522,500 91. Grocery Store Prods. Co 264,000 

43. Simmons Co./Dealers 503,500 147,700 92. American Bakeries Co 261,300 236,800 
44. Seven-Up Co./Bottlers _ 502,200 399,600 93. General Mills, Inc. 256,100 349,800 
45. Seager, Helaine, Co. 483,800 522,500 94, — Drackett Co., The 253,900 136,400 
6. Suasiem’ tee. a 482,500 132.500 95. Vick Chemical Co 252,400 665,600 
47. Democratic Party . 448,300 

48. Reynolds, R. J., Tob. Co, 441,200 550,100 * Where no figures are shown for 1955 it can be assumed that firm spent less 
49. Ballantine, P., & Sons 423,200 446,700 than $120, on Spot TV in that year. 


Source: Television Bureau of Advertising, Inc., New York 


outdoor and radio (but only twice as 443 to 474. The current total in was made in 1956 alone. 


fast as spot radio alone) ; 
Nearly 
gional farm publications. 
Since 1949 the number of dollars 
staked by advertisers in local “TV has 


seven times as fast as re 


increased about 14 times, and the 
number in network TV about 22 
times. But by anybody's count, spot 


TV’s dollars multiplied in this period 
35 to 43 times. 

Total TV coverage expands: From 
February 1956 to February 1957 the 
number of commercial ‘T'V_ stations 
operating in the U.S. increased from 
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cludes 384 VHF and 90 UHF sta 
tions. A. C. Nielsen Co. estimates 
that more than 95% of all U.S. homes 
can now be reached by ‘TV. 

Families look-listen longer: In the 
last four years Nielsen reports that 
the average amount of time spent with 
TV per day per TV home has in 


creased 2] minutes: 


1953: four hours, 40 minute 
1954: 4:46 
1955: 4:51 


1956: 5:01 
Note that half the four-year gain 


‘Round-the-clock audiences grow 
A lot more look-listeners are being 
reached at all hours of the IV “day 


For full year 1956 as compared with 
full year 1955, Nielsen find 
Homes reached by the averaye 


evening program increased 17% to 
7,073,000 : 

Average weekday daytime progran 
18% to 2,743,000; 
week-end daytime pro 
gram, 24% to 4,276,000. 

Spot TV makes sales hay at all 
hours: Of the $397,498,000 which 
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TvB estimates went into spot TV 
the year 1956: 
, , 


$135,339,000 (34%) was on da 


time (to 6 p.m.) ; 
$222,517,000 (56% was night 
time (until 11 p.m.) ; 


$39. 642,000 (10%) was late night 
“Spots” lhe 
word spot really means the selectivity 


come in assorted sizes: 


which the advertiser can exercise in 
market stations and ‘TV vehicles. 
His vehicle may range from a 10 


second commercial to sponsorship of a 
In the year 1956 ad 
invested heavily in four types 


one hour show 
vertisel 
OT spots: 


Announcements: 


$176,429 000—44.4% 
“TD's” (station 
identifications ) : 
46.806. 0OO—11.8% 
Participations: 
90.541. 000—22.8% 
Show 83,722,000—21.1% 
$397.498 000 100.0% 
In the fourth quarter 1956 there 
was some trend away from “shows,’ 


which dropped to 19.7%, and toward 


~ partie which increased to 


SOY 


pations 


Foods in the Lead 


Foods are first in spot TV: In the 


1956 food and grocery adver 


about 27% of all the 


yeat 
tisers spent 


Cl 
dollars in 


spot ‘I'V. This classifica 
tion, in fact, spent more than the 
next three combined. The top five 


and the toy 
of all the money 


represented nearly 60% 


10 nearly 80% in 


vested in this medium by 31 industr 
groups: 
Spot TV's 
Top 10 Classifications 
Year 1956 
In millions 
|. Food and grocery 
products $107.6 


2. Cosmetics and toiletries 34.2 
3. Ale, beer and wine 34.2 
4. Drug products 32.0 
5. Tobacco products 30.3 
6. Confections and 

soft drinks 21.6 
7. Household laundry 

products 16.2 
8. Gasoline and lubricants 16.0 


9. Automotive 

(cars, trucks, accessories) 12.9 
10. Consumer services 

(laundries, financial, 


public utilities, etc.) 12.6 
Fourth-quarterly comparisons also 
how these 10 out front—but with 
drug products higher and household 
laundry products lower than on the 


annual basis. 


SALES MANAGEMENT 
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You look over the new ad the boys bring in for OK. 

It’s a strong ad. 

It has force. 

Boy, that’s telling ’em! 

You start to put your OK on the ad. You even grin as you think 
what old Snods, your biggest competitor, will say when 

he sees this ad... 

...“‘whoa’”’, you say, and you pull back. 

Are we advertising to Snods, or to our prospects? 

How will this “strong” ad strike the men who have the job of 
selecting the best product in the field for their particular 
purposes? Will they, in their search for facts, 

dismiss this as mere brag? 

What do you want them to say when they’ve read your ad: 
“It just can’t be that good!” 

or “That sounds worth looking into—I’ll bet it’s even 

better than they say.” 

The only ad that is really strong is the ad that is believed by the 
people who count — your good potential customers. 


THE SCHUYLER HOPPER COMPANY 
12 East 41st Street, New York 17, N. Y. 


THE GATILE €RERE 


ENQUIRER ad NEWS 


COVERS THIS IMPORTANT 
MICHIGAN MARKET! 


Over 61% of the families in this 6 
county area are Enquirer and News sub 


scribers. 95% of the newspaper's cir- 
culation is home delivered. No other 
BATTLE CAreK advertising medium gives such complete 
and economical coverage of this big 


MARSHA ° market 


POPULATION _. 223,390 
RETAIL SALES __$268,880,000 
BUYING INCOME $353,981,000 
FOOD SALES ___.$ 70,395,000 
DRUG SALES __ $ 9,295,000 
Soe AUTO SALES __.$ 63,737,000 


ABC KETAIL TRADING AREA 


FULL COLOR R.O.P. AVAILABLE DAILY & SUNDAY! 
UES) ENQUIRER anp NEWS 


MICHIGA': Member of Federated Publications 


KALAMATOO COUNTY 


BRANCH COUNTY 


t ST. JOSEPH 
COUNTY 


& 
Cerealfood “ FF 
Capital of the World 


) REPRESENTED NATIONALLY BY 
SAW VER -FEROGUSON-WALKER COMPANY 


For 

full information 
write 
Sawyer - Ferguson - Walker Company, National Representatives 


Spot TV's 
Top 10 Classifications 


Figures in millions 


4th Otr 4th Otr 
1956 1955 
|. Foods and 
groceries $29.0 $27.1 
2. Drug products 9.5 8.9 
3. Ale, beer, wine 8.4 9.4 
4. Cosmetics- 
toiletries 8.3 7.9 
5. Tobacco 8.1 6.4 
6. Confections, 
soft drinks 7.0 5.3 
7. Gasoline, 
lubricants 4.8 3.7 
8. Automotive 4.2 5.3 
9. Consumer 
services 4.0 3.1 
10. Household 
laundry 3.0 4.3 


The top 10 spent $83.4 million of 
the total $103.9 million in fourth 
quarter 1955 and $86.3 million of 
the total $107.8 million in fourth 
quarter 1956. 

Industries which made the largest 
percentage increases in spot ‘TV in 
this period were: 

Household paper products 79.1 °/, 

Sporting goods, 

bicycles, toys 76.2%, 
Household furnishings 41.9%, 
Hotels, resorts, 

restaurants 40.0°/, 

Watches, jewelry, cameras 33.7%, 

Industries which showed the largest 
percentage losses were: 

"Household, general” 

(brooms, mops, china, 

glassware, fuels, uten- 


sils, etc.) 49.9°/, 
TV, radio, phonographs, 

musical instruments 49.5°/, 
Notions 42.0°/, 
Building material, 

equipment 39.1%, 
Dental products 36.5°/, 


Who builds the pot on spot TV? 
Of 2,787 advertisers on spot ‘IV, 
currently counted by ‘IvB, just /0 
spent more than one-fifth of the year 


1956 $397.4 million total: 
In millions 


1. Procter & Gamble $17.5 
2. Brown & Williamson 

Tobacco 11.2 
3. General Foods 9.4 
4. Sterling Drug 8.8 
5. Philip Morris 7.3 
6. Colgate-Palmolive 7.3 
7. National Biscuit 5.5 
8. Miles Laboratories 5.3 
9. Continental Baking 5.2 
10. Kellogg Co. 4.8 


Ss 


In fourth quarter 1956 the top - 
spenders in spot T'V (note adjoining 
table) accounted for 32% of that 
quarter's total, as compared with 30% 
for the top 25 in fourth quarter 1955. 
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How many of your men 
control their sales interviews ? 


Outstanding salesmen do it naturally. But almost any salesman can learn a simple and effective way 
to control sales interviews; to guide them to successful conclusions. 


2,000 companies now employ Research Institute's new method for 
developing in salesmen that certain ‘‘something’’ that top-producers 
have that enables them to get so much more and so much better busi- 
ness than salesmen who lack the **X’’ factors. 


This new approach to sales development is different from 
anything you have ever seen. It is not just a sales training 
program. It is not a plan designed to replace anything you 
are doing now. It does not infringe upon the parts of your 
sales Operation that can be performed only by a sales man- 
ager. It is simply a way to squeeze a little more profit out 
of everything you are doing now! 


The Research Institute, a AAA-1 independent research 
organization with a $5,000,000 research budget, provides a 
practical, tried-and-proved “plus factor” that amplifies the 
effectiveness of anything your company might already be 


doing to step up sales. 


Five years of research went into the development of this 
plan, plus a penetrating study of the pooled experience of 
more than 30,000 Research Institute member companies. 
Years spent in testing thousands of salesmen served not only 
to isolate the “X” factors of successful selling, but pointed 
the way to a new “whole man” concept of developing these 
highly desirable sales attributes in men who have not come 
by the “X” factors naturally. 


Salesmen like the plan and USE it 

This is much more than a sales training program. It develops 
the salesman—develops the “whole man’’—gives him self- 
confidence, engenders high enthusiasm and the ability to 
think creatively. It creates a feeling of importance to society; 
develops the right attitude toward company, job and customer. 


Naturally, it won't make every man a star. Nothing is that 
good. But, superimposed upon your Own training with 
respect to your product, the /nstitute program employs the 
power of the “third party” influence to develop the desirable 
traits that the immediate superior in a salesman’s Own com- 
pany sometimes finds so difficult to instill. 


This is a solid, adult approach to developing salesmen. It's 
neither abstract and theoretical, nor is it shot-in-the-arm 
“stimulator” stuff that soon wears off 

It’s easy to find out whether, in your judgment, 

this plan can be of help to you 

Half an hour with our representative should do it. Regardless 
of any decision you make you will get enough good sales 
ideas to repay you many times over for the time you take 
to see how other sales executives use our plan to make more 
of their men top producers 

We urge you to fill in and mail the coupon, We'll work out 
a meeting date convenient to you 

See for yourself; send for the free Sales Analysis that shows how 
to control sales interviews through the art of asking questions 
This typical R.LA. Sales Analysis 


demonstrates how proper question 


‘The 
Art Of 
Asking 


ing can be used at all stages of a 
sales interview as a guide to a satis 
factory conclusion. It illustrates how 
skillful questioning can reduce the 
pressure of an interview, keep the 
ball rolling and evoke participation 
It demonstrates how ten distinct and 
separate types of questions serve to 


reactions, attitudes, and progress of the sale, so that a sales 


smoke out facts, hidden objections, 


man logically steers the sales call to its intended destination. 


A copy is yours for the asking 


A few of the 2,000 companies now profiting 
by sales membership in Research Institute 


California Spray Chemical Corp. @ Carpenter Steel Co. @ Chesapeake & Ohio 
Railway Co. @ Crowr rk and Seal Co. w The Cryovac Co. o Gould-National 
Batteries, Inc se John Deere Plow Co. @ Maxwell House Div General Food 
es Minneapolis Honeywell Regulator Co. @ Morse Twist Drill & Machine Co. oe 
Oxford Paper Co. @ Pillsbury M inc. @ Schering Corp. @ Southern Countie 
Gas Co. of Calif. @ Twin Dise Clutch Co. @ United Shoe Machinery Corp. e 


Valvoline Oil Co. @ Western Printing & Lithographing @ Yardiey of London, inc 


en 


Research Institute of America 
7 Selling and Merchandising Division, Department 28 
589 Fifth Avenue, N. Y. 17, N. Y. ¢ PLaza 5-86900 


<a Research 4 
a 
2895 Institute JF ..” 


SELLING AND MERCHANDISING DIVISION 
589 Fifth Ave., New York 17, N. Y. 
Plaza 5-8900 
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I'd like 
to improve their own sales programs 


of America ! ... 


Company 


City 


Please send me the free Sale Analysis Ihe Art of Asking Questions 


to hear more about how other companies use your new sales developmen 


Street Address 


Zone State 


22 


(srove Laboratorie (44th to 16th); 
orn Products | 8th), and the ‘lop 25 for fourth quarter 1955 
von Produ (72m ) nd. who had dropped out of this group a 
Neither American ‘Jobacco nor Intes ear later were: General Motors, 
now No § and from 7th to 30th; Block Drug, 17th 


in the current 25 are 
from 5Znd to 10th ) ; Viorris 
(66th to I3th); Hall Clothes, and Anahist Co. 


national L 
made |] 4) largest spot to 105th; Campbell Soup, 19th 
IV advertisers for fourth quarte: 106th Warner-Lambert, 20th 
19 American lelephone (No. 21) 29th; Harold F. Ritchie, Inc. 


he lop 25 becau Kpen to 34th; Coty, 22nd to 145th. Vick 


Chemical and Shulton, Inc.—No. 


ind No. 25 a year back—did not make 


the current 200-advertisers’ list. 


( ontinuing membe rs of the lop 


' 


Preference 
of the Piedmont 


WSJS-TV | 


North Carolina’s richest, biggest market 


It pays to check the facts on WSJS-TV Winston-Salem. It’s your biggest 
buy in North Carolina’s Piedmont section. And the Piedmont is the 
state most populous and heavily industrialized area. Result: more 
income, greater buying power 

WSJS-TV is the NBC affiliate for Winston-Salem, Greensboro, and High 
Point—Golden Triangle cities in a market of over 3 million people 


@ More TV Homes — over 500,000 TV homes! 

@ Top Coverage — 75 counties in 4 states! 

@ Rich Market Potential—over 4 billion dollars buying power! 
@ Maximum Power — 316,000 watts. 

@ Mountaintop Tower—2,000 feet above average terrain. 


Call Headley-Reed for 


WSsSIJIsS 


television 


WINSTON-SALEM 


NORTH CAROLINA 


AFFILIATE 


Channel 12 


included Continental Baking, Philip 
Colgate-Palmolive, Robert 


On the other hand, advertisers 


who spent less were: Procter & Gam 
ble (down $1.1 million from fourth 
quarter 1955, but on an annual basis 
still $6.3 million ahead of the field) ; 
Bulova Watch, Nestle and Kellogg 

Price of admission to the Top 25 
was advanced from $600,000 in late 
1955 to $834,000 in late 1956. Six 
teen advertisers spent $1 million or 
more in spot ‘I'V in the current period, 
as against 13 a year back. On the 
other hand the No. 200 in late 1955 
(Ralston-Purina) spent $117,200. The 
current No. 200 (General Tire & 
Rubber) made it with only $110,000. 


Budgets Get Bigger 


It took the combined spending of 
74 advertisers to equal half of all spot 
TV dollars in last-quarter 1955, 
while only 62 provided half of the 
larger total in the current period. 

In both periods six of the 25 were 
food-grocery companies. “The number 
of soap, cosmetic and drug members 
declined from 11 to 9. Tobacco par 
ticipants increased from three to four, 
but “motors” dropped from two to 
one (Ford). Bulova, Coca-Cola and 
Robert Hall made the grade in both 
periods. International Latex and Bell 
System are new at being big in spot 
rv. 

‘Two substantial but temporary 
spenders in this medium in fourth 
quarter 1956 were the GOP ($772, 
$00) and those Deserving Democrats, 
who could manage only $448,300. 

Spot TV is everybody's medium: 
The 31 “classifications” of advertisers 
who use it break down into 114 sub 
groups. [he diversity is suggested by 
the names of those who made the 
200-list for the first time in late 1956: 

American Character Doll Co., Bon 
Ami Co., Chunky Chocolates, Clairol, 
Inc., Helene Curtis, E. F. Drew Co., 
Drug Research Corp., Max Factor & 
Co., Food Manufacturers, Inc., Gil 
mar Record Co., Kaiser Aluminum 
& Chemical Corp., Kimberly-Clark 
Corp., Lanvin Parfums, Inc., Lionel 
Corp., Miller Brewing Co., National 
Presto Industries, Omar, Inc., Sears 
Roebuck, the Texas Co., United Fruit 
Co., and the Wander Co. 

‘That successful network ‘TV adver 
tiser, Revlon, Inc., spent $166,700 in 
spot ‘TV to reach still more look 
listeners in fourth quarter! 1956. Some 
other substantial users include A&P 
grocery stores and Montgomery 
Ward, Greyhound Corp., Household 
Finance Corp., and the biggest bank: 
California’s Bank of America. 

General Electric Co., which put a 
mere $181,500 in spot TV in the 
last three months of 1956, currently 
1s reported to be planning to spots iles 
targets in a much bigger way. 

The End 
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lips are to kiss 


In these words a child expresses the very essence of function, 


by-passing conventional definition of an object 


Would there were as simple a way to express the vital function 
of a business publication! You could say, “a business paper is 
to read,” but that hardly does justice to a service that: 
.assembles information pertaining to a given field 
.. condenses it for quick absorption 
interprets significant developments 
delivers the whole package regularly in attractive form 
and in doing so provides a vehicle that enables suppliers to 
talk to a selected group of business men in their own lan 
guage and in terms of their special interests 
Perhaps the word “service” is the key. Perhaps the phrase 
we're searching for is a simple one, after all: a business paper 
is lo serve 


On the following pages, Ernest Henderson, President, 
SHERATON CORPORATION OF AMERICA, tells how he feels about 
the services business papers perform 


America’s superior 
business machine is 


related to effective 


business journalism’ 


says 
Ernest Henderson, 
President 

Sheraton Corporation 


of America 


Bill Brothers publications sponsor this series of messages as a 
service to those who benefit from reading good business publica- 
tions and those who benefit from advertising in them... often 
the same business men. 


We have asked prominent executives to express their own con- 
cepts of the business press as an educational force and as an 
adjunct to sales operations. You’ll agree, we’re sure, that their 
ideas apply to all good business papers serving business men in 
all of America’s industries, professions and trades. 


Glad to send you reprints of their statements, as we publish them. 
Just get in touch with any one of the Bill Brothers publications 
listed at the right. 
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SHERATON CORPORATION 
OF AMERICA 


CANEST HENOCRSON 
onesoem 


SHERATON BUILDING 
"0 ‘ 

“ae 470 ATLANTIC AVE . BOSTON 10. MASS 
GEOFGOE @ HE HOE RBON 


PaGt seowne 


Mr. Philip Harrison 
Bill Brothers Publications 
New York 


Dear Mr. Harrison: 


We are strongly convinced that the great superiority of the 
American business machine over that of other countries, a4 
superiority which has created by far the highest standard of 
living the world has ever known, is to a substantial degree 
made possible by the fact that American trade journals have 
surpassed those of any other country, both in number and in 
the degree of their effectiveness. 


In our business we are convinced that the young men who forge 
ahead the fastest are the ones who read with the greatest care 
the trade journals and business publications which relate to 
our business. 

Cordially yours, 

SHERATON CORPORATION OF AMERICA 

Ryne 
You da oan 


Ernest Henderson, President 


BILL BROTHERS PUBLICATIONS 


FAST FOOD PREMIUM PRACTICE TIDE 

FLOOR COVERING PROFITS RUBBER WORLD TIRES TBA MERCHANDISING 
GROCER GRAPHIC SALES MANAGEMENT YANKEE GROCER 

PLASTICS TECHNOLOGY SALES MEETINGS 


reference between the panels and the full scale exhibits 
nearby in Comac’s materials center in San Francisco. 


PRODUCTS of 400 manufacturers can be accommodated 


in Comac'’s 35-foot display. Provided is a simple cross 


On View: Material for Houses 


Brands’ promotion man, expects that 
his bureau will be open in time to 


Three new groups, plus one old timer, are making news in 
the construction materials field. If you have a product that 
goes into building or remodeling, their services may help 


serve 1957 winter visitors. 
In New York City, Architects 
Samples Corp., at 101 Park Avenue 


you in winning preference from architects and builders. 


house usually | i most 


costly purchase But home 
builder, or remodeler, before he buy 

eldom has the opportunity to toue 

and feel, operate, or compare 

ment for his home without 
visit to scores of suppliers how 
rooms. Now at least four zproups with 
in eye to service and proht and work 
ng competitively, are making new 
in the early months of 1957 by open 
ng howrooms for the display ot 
buile 
I 


been announced by Comiac, 


ling materials 
he most ambitious plans have just 
operator 
of a constru material center in 
in Francisco, wh h « xpects to open 
1 new showroom in Los Angeles on 
June | and to pre id to Portland 
Ore.; Seattle, Dalla 


on, New Orlean 


Phoenix, lus 
Atlanta, Chicago, 


Pittsburgh, and St. Louis. By the end 
of the year Comac plans to open dis 
plays in 24 major cities. 

Built-In Age Inc., opened January 
1, its Architects Display Building in 
uburban Mountainside, N. J. Built 
In, in addition to displays of every 
thing from cinderblock to roofing 
shingles, offers the building profession 
a library of zoning regulations cata 
logs, and a complete bibliography of 
building publications. Professionals 
are invited to use Built-In’s drafting 
facilities and materials to make on 
the spot sketches. 

Built-In plans comparable exhibits 
n Dallas and Chicago 

Construction in Miami of Inter 
national Architects’ Bureau of Build 
ng Products has just been announced 
Clinton ‘T. Wetzel, former Standard 


the grand-daddy of all home and com 
mercial buildings display 
serves some 190,000 visitors a year. 
Architects Samples, founded in 1913, 
is a privately owned stock corpora 


centers, 


tion with no financial backing Irom 
architects or other professional groups. 
Nearly 300 exhibitors, many with sey 
eral products or services on display, 
are represented 

Comac brings together in its San 
Francisco headquarters a wide variety 
of building materials of competing 
manufacturers, It provides intorma 
tion about exhibitors’ products to “‘the 
whole building team.” 

“Decisions to buy anything that 
goes into a building project,” ob 
youthful d 
rector of Comac, “are made by the 
architect the 
owner.” In the case of business prop 


serves Victor di Suvero, 
contractor and the 


erty, add the purchasing agent. Pre 
vious display, demonstration and 
formation centers have been directes 


to one ot the team. 
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St. Video 
and the Dragon 


Once upon a time there was a mammoth Dragon which completely 
dominated the country. But one bright sunny day a Knight came 
skipping over the horizon. His name was St. Video and he was 
determined to gain the favors of the Ladies of the Land by doing 
away with the Dragon. A terrible battle ensued with St. Video 
giving the Dragon spectacular thrust after spectacular thrust. 
The Dragon was pretty seriously wounded in some of his vital organs. 
So, St. Video scampered away to collect the Ladies, fully confident 
that he had them all sewed up. But, when St. Video’s back was 


turned, the Dragon gave him a wicked belt in the back of the head 


F MORAL | with his tail and St. Video hasn’t been the same since 


Don’t count Dragons out while they’re still thrashing about. Radio is very much alive 
and is actually growing twice as fast as TV! And, the Ladies of the Land are still 
dominated by it: They listen to the Radio throughout the day much more than they 
watch TY. Surely all of your money isn’t on St. Video! 


THE SUCCESS OF ITS USERS SPEAKS CLEARLY FOR SPOT 
NATIONAL SPOT RADIO 


Radia Division 


Edward Petry & Co., inc. 
The Original Station Representative 
NEW YORK + CHICAGO + ATLANTA + DETROIT - LOS ANGELES + SAN FRANCISCO 
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PRODUCTION 


Insurance 
protection 

is most ‘ 
important 
here 


TITLE 


MATERIALS PASSES 


ACCOUNTS 


RECEIVABLE 


Don't end protection when 


the risk of credit loss begins 


You pass title of your working capital when merchandise is shipped 
you create an account receivable. Yeu're more certain of the end result 

PROFIT—when you protect accounts receivable with Credit Insur- 
ance. That's why an increasing number of executives have decided that 
NO cycle of protection is complete unless capital invested in accounts 
receivable is insured by ACI, To learn more about Credit Insurance, 
call our office in your city, or write AMERICAN CREDIT INDEMNITY 
Company of New York, Dept. 59, Commercial Credit Building, 
Baltimore 2, Maryland. 


Liquidity of capital is the 
prime responsibility of management. 
Protect your working capital 


invested in accounts receivable 


with - 
" American 

Credit 
insurance 


firms like Yale & ‘Towne 


( yeneral 


“Our center supplements display 
advertising in magazines and Sweet’s 
Catalog Service,” di Suvero explains. 
You open any one of 400 drawers 
and sliding panels in the walls to see 
samples, photographs and information 
about products and where and how 
obtainable. Or, you see, for instance, 
folding doors, sliding shoji screens, 
kitchen and bathroom installations, in 
use at the center. The cork flooring 
you walk on is a display, so are the 
luminous ceilings, the landscaped out 
door patio, and the kitchen setup. 

Visitors make their own compari 
sons of competing wares. They study 
the literature and other factual mate 
rial supplied them by Comac’s staff. 
‘Their questions are answered care 
fully. But there is never any selling. 

“If a visitor asks for information 
about a non-exhibitor, it is supplied 
fully and freely,” di Suvero explains, 
“but naturally we attempt to direct 
him to similar materials or products 
put out by our clients.’’ Non-exhibi 
tors get a break. If a manufacturer 
brings out a new product, it is listed 
and exhibited for 30 days free in the 
New Products display room. And in- 
formation about any building mate- 
rial or service is researched without 
charge for an interested visitor or in 
quirer. 


Variety of Visitors 


Who are the visitors? Comac’s log 
book shows that the average of 1,000 
a month since the center opened last 
July breaks down into 25% architects, 
15% contractors, 10% engineers, 
10% decorators, purchasing agents, 
apartment house owners; 35% prop 
erty owners ; 5% “generally interested 
or curious,” including students. 

Visitors have come from every 
state in the union and at least 20 
foreign countries. Some of these con 
tacts have developed into important 
business. T'ake for example the chance 
call of a Reno builder, visiting in San 
Francisco with his wife. He heard of 
the center, dropped in—and later spe 
cified 27 of the products displayed for 
a tract of 100 homes. It did not end 
there. Other builders he told about 
Comac began telephoning for infor 
mation. The center services inquiries 
by long distance telephone which 
amount to about $15,000 a month in 
sales from the Reno area alone. 

It exchanges information § with 
similar centers in Canada and Europe 
and has been able to establish con 
tacts for manufacturers who want 
foreign distribution. 

Manufacturers who are registered 
exhibitors number 94 at present. They 
include major and _ long-established 
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Specifications Institute. Most manu 


Massachusetts Investors Trust 


has the largest investment portfolio of all US investment 
companies ...o0n December 31, 1955 had a value of 
$971,584,516*—10.7°%, of the $g billion plus total. But its 
outstanding size does not fully suggest the extent of its service 
to the public. 

Big figures do not always indicate big values, For instance, 


SUCCESSFUL FARMING has only 1,300,000 circulation—but 


oO 
es) 


delivers 26°/, of all the commercial farms of the US and 


42%, of all farms earning $10,000 or more, 

SUCCESSFUL FARMING subscribers alone account for more 
than one-third of the national farm output and almost 
two-thirds of the livestock products. ‘They are big producers 
and big earners. In 1955, SF farmers had an average cash 
income from farming alone exceeding $10,000—add up to 
an $11 billion market. 

Selective in circulation, SUCCESSFUL FARMING concentrates 


coverage among the 44°/, minority who get 91°%, of the US 


farm income. It is a major selling tool in a major market. 
SUCCESSFUL FARMING gets a warm welcome from its 
readers, enjoys unmatched confidence and deep influence, 
the reward of more than fifty years of service helping the SF 
audience live better and make more money. For finer quality 
prospects and to balance national schedules, you need 


SucCESSFUL FARMING. Ask the nearest SF office for details, 


*Source: Investment Companies, 1956 


Merepiru Pusuisninc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francis O, and Los Angeles. 


ONE OF THE 


FIRST 100 MARKETS 


Rock §=6—MOLINE 
ANNO 


WHBF 


RADIO & TELEVISION 


the 
station 
of 


marketing 
success 


in the 


QUAD 
CITIES 


REPRESENTED BY AVERY-KNODEL, INC. 


firms like Yale & ‘Towne, General 
Electric, Dodge Cork, and relatively 
new firms like Space-Maker. Products 
exhibited range from well-known 
standard items to the newest develop 
ments in the building trade. 

Main objective is to bring together 
under one roof as great a diversity of 
building materials as possible and to 
expose them to as many potential 
buyers and users as possible. But in 
the process of serving as liaison be 
tween all parties to the building 
project team, Comac supplies many 
ubsidiary services. 

For consumers: 

1. Monthly round table conferences 

discussions of the latest develop 
ments in the building industry. 

2. Conference reports summarizing 
the results of these. 

3. Public-building material forums, 
where professionals and consumers 
meet with manufacturers’ representa- 
tives to increase understanding of 
problems of mutual interest. 

4. A monthly newsletter, distri- 
buted free to the building interests in 
each area served by Comac. 

5. Special tours and receptions for 
interested groups. 

6. Conference rooms—for mectings 
of members of the building team and 
the suppliers. 

7. Building-industry reference li 
brary. 

8. New produc ts displays. 


Promotion Help 


For manufacturers: 


1. A complete referral system to 
correlate inquiries with local sources 
ot supply. 

2. A specialized publicity and pro 
motion service to help manufacturers 
launch new products or develop new 
markets. 


3. A complete mailing service for 
the use of manufacturers, with lists 
covering the entire industry, nation 
wide 


+. Special services such as confet 
ence rooms tor sales and meetings ; 
distribution reports to help manufa 
turers develop new markets and cre 
ate new contacts; auditorium and con 
ference facilities for sales, association 
or other meetings. Manufacturers 
may have special aid in launching and 
promoting new products, lines or 
models in separate or adjoining fa 
cilities 

\ service valuable to both con 
sumers and manufacturers is the local 
level specification sheet, prepared in 
conjunction with the American In- 
stitute of Architects and Construction 


Specifications Institute. Most manu- 
facturers’ literature, di Suvero points 
out, is developed on the basis of the 


least common denominator of infor 
mation, because it is distributed na 
tion-wide as a rule. 

“We supplement this with a local 
level specifications sheet citing local 
source of supply, stocks available 
sizes, local acceptance by FHA and 
VA, and typical local prices. Each 
product registered at Comac has such 
a sheet.” 

‘There are no commissions involved. 
Manufacturers pay a flat rate. ‘The 
San Francisco pilot center has a 
square-foot area of only 3,000, to 
which another 1,500 square feet are 
being added. In six months of opera- 
tion the Comac headquarters brought 
its exhibitors $2 million worth of 
business. This averaged out at a cost 
of 0.8% of sales costs. 


Builds Business 


How a new product benefits is il 
lustrated by the experience of Clad 
Rex Steel Co., Denver. It introduced 
Marvibond, a new type of vinyl-on- 
metal wall panel, through Comac 
when it opened last July. The demon- 
stration has resulted in installations in 
over 800 homes, the company reports. 
Some of these have been as far away 
as New Orleans, the Virgin Islands, 
and Los Angeles. 

Fabricon Products, Whittier, Cal., 
a division of the eastern firm of Eagle 
Picher Co. that makes a_ plastic 
counter top material called Laminart, 
reports installations worth $48,000 in 
a block of 1,200 homes, as well as 
smaller orders. This comes out at less 
than 1% sales cost, the management 
notes . 

Comac’s expansion into other cities 
is just the beginning. Starting with 
leased locations of about 10,000 square 
feet, Comac plans to set up larger 
quarters including a permanent San 
Francisco “home.” Ultimate goal is 
an integrated network of centers to 
form what di Suvero calls “the first 
true nation-wide clearing house for 
the entire building industry.” Then 
will come “feeder” stations to the 
main Comac centers. 

Five are projected for the San 
Francisco area, for example. In this 
way it is hoped to tap the “tremendous 
reservoir of consumer sales intent’’ by 
providing an opportunity for buyers 
to see, compare, and purchase what 
the vast and growing building mate 
rials industry has to offer. 

“We have not even begun to real 
ize the full potential of bringing to 
gether in this way the industry’s 
sellers and buyers,” di Suvero ob 
The End 


serves. 


SALES MANAGEMENT 


| 
] 
| 
| 


wt 


> | 


LOW 


CcosT 
SELLING 


low cost selling low cost speed 


Turning requests 
for samples 
into 


large orders: 


K eeping 


the customers 


vou have: 


Steadying 
capricious 


markets: 


Most sales programs have two basic objectives ... creating new customers and 
keeping the customers you have. Case histories of businesses that have failed 
are full of instances of double-barrelled gunning for new customers while 
regular customers were neglected. Good will intangible and immeasurable 

is one of the heaviest factors tipping the delicate balance between Sale and 
No Sale 


Preserve the good will of your present customers by delivering their orders by 
the safest, fastest, surest means. Insurance companies place lower premiums 
on air cargo than on any other form of delivery because air delivery results in 
fewer loss and damage ¢laims, and virtually no pilferage claims. Using air 
speed when you fill orders not only cements customer good will, but also 
streamlines your internal operation by reducing insurance costs, and practi- 
cally eliminating the paperwork of loss and damage claims. 


Slick Airways brings the advantages of airspeed at nearly-surface costs. Rates 
have been recently reduced, making Slick delivery economical on an every- 
day basis 


ee 
Gaining The reorder picture is generally stronger when the initial order has been 
Slick-sped to the consignee. This is particularly true when your customers 
use your products as well as those of your competitors. Fast air delivery means 
more that your product will be put into use earlier, have a longer time to gain user 
acceptance, and therefore stand a better chance of being reordered 


reorders: 


MORE SALES 


through 


LOWER PRICES 


The selling price of your merchandise is vital to your sales 
picture. Factors which make up this selling price are cost of 
materials, cost of labor, cost of distribution, overhead, loss 
through depreciation and obsolescence, and your own 
markup. Cost for materials and labor cannot be manipulated 
at will . . . but all other factors are controllable. 

Therefore, it is important that the sales manager use his 
influence to control the factors governing the price of his 
product. If other divisions of management reduce their oper- 
ating costs, you can sell at a more competitive price. 


1. Streamline inventory control of your own stocks 
through rapid airfreight replacement and reduce your own 
storage costs. Loss through obsolescence is eliminated by 
maintaining a steady flow of up-to-date stocks. 


2. Get faster capital turnover through faster payments. 
Faster payments follow speedy air delivery. 


3. Shipping department overhead can be slashed because 
airfreight requires only lightweight pack. Cumbersome 
crates and expensive crating materials are eliminated. 


4. Get savings through using Slick Airways. Rates have 
recently been reduced making transportation costs via Slick 
comparable with surface hauling charges, and in some in- 
stances lower, Also, Slick's one-bill one-responsibility serv- 
ice eases work load for accounting and bookkeeping 
departments. 


L 


er COST SPEED SCidiamblane 


YOUR SALES OPERATION 


BEC TER 
1 
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World Headquarters: 3415 Cedar Springs Road, Dallas, Texas « LA 6-767! 


Domestic and International Air Cargo « Airmail + Air Express « Overseas Passenger Charter 


Certificated Scheduled Air Carrier « Member ATA 


Tools for Selling: 
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Mitchell, chairman 
and president, Sylvania Electric 
Products, Inc., intends to steal a 
home run under the noses of Ralpi 
J. Cordiner, president, General Elec 
tric Co., and Gwilym A. Price, chair 
man and_ president, Westinghouse 
Electric Corp. 

If Mitchell’s ruse works, it will be 
a repetition of what happened 20 
years ago. In 1938 Sylvania’s hard 


Donald G. 


slugging piled up a sales score in the 
fluorescent tube race out of all propor 
tion to its size. This time Mitchell 
plans to run away with a dispropor 
tionate chunk of electroluminescent 
panel volume. 

Compared to this awkwardly 
named newcomer, light bulbs and 
tubes will in time fade into the 
ignominy their inefficiency deserves, 
claims. Its own 


Svlvania version, 


Stage Setting Creates 
“In the Mood” 


Sylvania has reached for a pair of drapes in launching its 
new "'Panelescent'’ lighting with which it hopes to repeat 
its 1938 licking of GE and Westinghouse. This is just one of 
the dramatic ways drapes are being used by many firms. 


trademarked ‘‘Panelescent’ lighting, 
has been gathering brilliancy in the 
lab since 1951. It consists of phosphor 
coated panels of glass or metal which 
glow when electrically energized. 

‘To open the way for consumer a 
ceptance of its “panels of light,” 
Sylvania has chosen heavy draperies 
as a sales tool by way of contrast 
Since the panels’ life span will be at 
least 10 years, they may have to 
“struggle along’ without supermarket 
distribution. Although single panels 
will be sold in frames to compete 
with existing light fixtures, Sylvania 
considers built-in installations pret 
erable. Builders and decorators thus 
become the logical marketing chan 
nels. Even so, consumer wants are 
seen as the deciding factor. 

‘To whet the public’s 
Sylvania has been incorporating small 


appetite 


versions of its light panels into radios 
and other electric housewares sinc 
1953. Besides the long-range purpose 
of popularizing the new light source 
the innovation has spurred sales ot 
items to which it has been added 
Smaller 


have become customers for the panels 


housewares manufacturers 


and they and Sylvania employ 
“Panelescence” in 14 different ways 
in 1957 lines. On Sylvania ‘TV sets a 
“panel of light’ 


been added to last year’s “halo-light’ 


control board has 


framing the picture tube. ‘The re 
sulting “cabinet of light” is being 
merchandised with even more than 


“the full treatment.” 


uOTYOSNS UOTYOMUOIg seTes 


In addition to making its own 
profit showing, the cabinet of light 
TV line is considered a beacon to 
other manufacturers Sylvania would 
like to supply with light panels. Al 
ready it has inspired ‘Panelescent”’ 
light switches, telephone dials and 
“art” figures which will soon be on 
the market. Most important of all, 
the cabinet of light sets are the major 
curtain-raisers for panel of light il 
lumination. Exactly when high-inten 
sity light panels will be available to 
consumers is such a top secret that 
it looks as if GE, Westinghouse and 
Sylvania are not sure themselves. But 
‘this year” appears to be the con 
SCrISUS. 

Meanwhile, 
ahead in pioneering low-intensity uses 
Robert L. Shaw 


ager radio and television division 


Sylvania is forging 


ener al sales man 


would be cutting a ribbon this week 
Sylvania’s Batavia 
N. Y., plant were not too busy for 
formalities. A “cabinet of light’ 
showroom is being opened for visit 


if everyone at 


ing distributors and for manufa 


turers considering addition of light 
panels to their own products 

ven more important in Sylvania 
drive to associate its name with light 
panels in the American mind: the 
new Batavia showroom will set the 


pace for displays at the 20,000 retail 
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ZIP- 
MASTER 


LOOKMASTER 


VIEWMASTER 


SHOW MASTER 


NOTE- 
MASTER 


DISPLAYMASTER 


Here is a brief showing of the best de- 
signed and most complete line of visual 
sales aids available. Whatever your needs, 
the chances ore we have a binder in stock 
and in your size. Stock binders mean low 
cost and immediate delivery. If your needs 
ure special, our staff of designers will 
analyze your problem and make recom. 
mendations. Write for catalog No. 558 or 


ask for a sample binder on memo 


Sabee-Josber G, HL. 


1704 WEST WASHINGTON BLVD. 
CHICAGO 12, ILLINOIS 


stores and 100 distributors’ offices 
handling the “cabinet of light’ line. 

Next to the glow of the products, 
the most obvious feature of the show 
room and the displays to be inspired 
by it will be goldstriped hangings. 
Cabinets of dark wood will be set off 
against drapes with a green back 
ground. T’urquoise draperies will har 
monize with blonde woods. On each 
fabric an over-all pattern is com 
posed of repeated product messages in 
contrasting colors. 

‘The showroom’s focal wall has 
been draped from side to side and 
from floor to ceiling in preparation 
Readily 
changeable store-type displays are also 
being set up along the other walls. 
Sylvania is supplying distributors 
with full-color, four page, “show 
manship” brochures to forward to all 
their retailer customers. “Easy to in- 


for this week’s opening. 


stall, easy to clean, easy to change, 
Sylvania decorative draperies are fade 
resistant, shrink resistant, fire resis 
tant,’ the literature points out. “De 
signed to fit anywhere, you can spread 
them wide or drape them deep with 
out expensive installation.” 

Detailed specifications for order 
ing follow an inspirational message 
highlighted by, “Create an atmosphere 
that melts resistance and makes sales 
easier and faster.” From $3 a yard, 
for retailers planning to make their 
own drapes, the price increases 
slightly for ready-to-hang panels and 
custom swags. Yardage is forwarded 
direct, f.o.b. from the manufacturer 
Trend ‘Textiles, Inc., Chicago. 

Illustrated in Sylvania’s brochure 
are nine suggested combinations of 
draperies, “cabinet of light’? models 
and available point-of-purchase mate 
rials. “Hundreds” of other arrange 
ments are hinted at for in-store, win 
dow, and exhibit hall use 


Yackety-Yack Yardage 


Additional selling roles have been 
devised by other users for their own 
story-telling hangings. Rudolph Wur 
litzer Co. finds its rich crimson, gold 
and white trademark “tapestry” pat 
ticularly productive of inquiries when 
used as a backdrop in music store 
windows. The Pontiac Division of 
C;eneral Motors Corp. has discovered 
that almost any position in an auto 
show room affords a sidewalk view 
of its dark red, white and blue Indian 
head print 

Both Anheuser-Busch, Inc., and 
The F. & M. Schaefer Brewing Co. 
describe their brand name drapes as 
imparting a hospitable appearance to 
their booths at food industry conven 
tions. The competitors’ booth person 


nel concur in their experience that 
ready-made curtain panels can be 
tossed into any container for transit 
and storage. Any wrinkles soon “hang 
out” when next the fabric is hung on 
the collapsible curtain rods that ac- 
company it about the country. 

Ekco Products Co. has had _ its 
black, red and white material made 
up into slipcovers for transforming 
exhibit hall straight chairs and trestle 
tables into “furniture with  signifi- 
cance.” The fabric has also been 
modishly tailored into jackets and 
sports shirts for booth staffs. 

Many firms which acquired mono 
grammed drapes for special purposes 
have extended their use to executive 
offices and reception rooms. Here they 
are sometimes complemented by 
matching wallpaper which ‘Trend, 
Inc., screens from the same stencils. 
At its headquarters, Swift & Co. has 
hung all the walls of its educational 
exhibit hall with its two-tone-brown 
and white pattern. 


Little Goes Long Way 


At the other extreme in size, C. & 
S. Delta Airlines has had sun-fast 
airplane window curtains made to its 
order and Youngstown Steel Prod 
ucts Co. sets off displays of its kitchen 
cabinets with cafe-size curtains. The 
Norge Division of Borg-Warner 
Corp. considers the ice blue of its 
custom design a particularly sales 
suggestive ingredient in refrigerator 
displays. 

Homemaking shows provide the 
chief use the Kelvinator Division of 
American Motors Sales Corp. makes 
of its brown and white checkerboard 
hangings. Convenient sizes for wom 
en personnel to handle, if necessary, 
can eliminate distracting stage scenery 
when a cooking school goes “on the 
road,” playing one or two day stands. 
‘The fabric also has proven particu 
larly photogenic in telecasts reports 
Columbia Broadcasting System, Inc. 

The seemingly more limited use to 
which a commercial supplier could 
put a custom fabric has not stunted 
the imagination of executives at The 
Rock-Ola Manufacturing Corp. This 
producer of hi-fidelity juke boxes had 
a small run made up for its own and 
distributors’ showrooms and manage 
ment became so fond of the pattern 
that full-color reproductions of the 
curtains are used as covers for its pro 
motional literature. The mailings go 
to juke box operators who could in 
no way be considered prospects for 
Rock-Ola’s drapes. But the firm can 
think of no better curtain raiser for 
its sales message than a curtain. 


The End 
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How to solve a national shipping problem 


Sam had shipments to send out all over the Nation Now trouble-free Sam ships throughout the U.S 


But was swamped by red tape and its endless vexation By speedy, dependable RAILWAY EXPRESS! 
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Problem: How long would it take you to set up a shipment to 
all 48 states — starting right now? 

Answer: Just as long as it takes to call your Railway Q S 
Express Agent. He’s the man who'll solve your most EXPRESS 
tangled shipping problems in a jiffy. He'll give <4 Cc 
you swift, dependable deliveries, free of red tape N G E N y 
and without added cost. Railway Express is the 
complete rail-air shipping service, reaching some 
23,000 American communities. And now you can speed 
shipments almost anywhere in the world through the 
international service of Railway Express. 
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Mr. 
Sales 
Manager 


Don't let him make a 


move till you've seen 


the man from 


ELBE creates best-selling 
binders and sales presenta- 
tion equipment to serve all 


types of American business 


Roofing 


Thousands of effective selling 
aids are immediately available 
or can be custom made to meet 
your specific requirements 
Elbe’s wide range of products 
accommodates even the small- 


est sales budget 


Elbe File & Binder co, inc 


RIVER, MASSACHUSETTS 


New York Showroom 411 Fourth Ave. 


OF LEAP PROGUCT 


FREE! Write Dept. SM-4 for 


Mail Promotion 


BY JANET GIBBS 


Sales Promotion and 
Direct Mail Counsel 


Mechanical Addressing Systems 


Last month we reviewed some of the hand-operated addressing 
machine equipment available. You've a wide choice of low-cost 
machines to do a satisfactory addressing job on small lists. Now let's 
talk about addressing equipment for use on medium and large lists. 

‘There are about a dozen mechanical systems, including electronics, 
but here we'll concentrate on just three of the best known: 

ADDRESSOGRAPH, SPEEDAUMAT and ELLIOTT. 

‘These machines represent a considerable investment and_ they 
require handling by trained “help.” “They all use plates (metal for 
Addressograph and Speedaumat, paper for Elliott) which can be 
embossed with the names and addresses on your mailing list. 

‘These plates can be “keyed” for automatic selection of names by 
almost any type of selective breakdown you develop for most profit 
able use of your lists. For example, you can select by industry, date 
of purchase, executive title, product purchased. 

Medium-size lists of 10 to 25,000 or more names can be handled 
by Elliott or Addressograph. “The Speedaumat system is high speed 
and usually most effective for large lists which are used constantly. 


Here is a brief outline of all three systems: 


ADDRESSOGRAPH: ‘he Addressograph-Multigraph Corp., head- 
quartered in Cleveland, is the manufacturer. The Addressograph 
addressing medium is a metal plate upon which specific information 
is embossed. Used in Addressograph addressing machines, this in 
formation is imprinted through an inked ribbon on envelopes, cards 
booklets, dick strips, labels. Many different sizes and types of metal 
plates are made by this company. ‘The most commonly used are Style 
3 (a one-piece unit) and Style EF (three-piece plates). 

Addressograph-Multigraph also makes Graphotype machines of 
several types . to emboss the metal plates with names, addresses. 
It manufactures other addressing machine equipment too. 

Selective addressing: Addressograph addressing machines can be 
equipped to tab plates to permit automatic selection of up to 60 
different classifications. 

Storage: Addressing plates (and frames) are stored in standard 
file drawers which hold approximately 150 each. 


SPEEDAUMAT: ‘This addressing equipment is manufactured also 


by Addressograph-Multigraph Corp. The system uses a small, one- 


piece, light-weight metal plate, size 1” x 254”. 
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Standard Graphotype equipment is used to emboss your mailing 
list on these addressing plates. 

There are several models of addressing equipment available. Hand 
ted speeds on one of the more popular ones range from 2,000 to 3,500 
per hour, depending on the ability of the operator. This same piece 
ot equipment, with the addition of an automatic feed, will turn out 
up to 7,500 addresses an hour. 

For the large-list owner another model is designed to produce 
strip lists (dick strips) and mailing list galleys at high speeds, turning 
out up to 12,000 per hour. Imagine ... this machine can yield up 
to 36,000 addressing impressions per hour for it can address two 
mailer strip lists and a mailing list galley at one pass of the plates 


through the machine. 


Selective addressing: Speedaumat plates permit automatu selection 
Appearance counts. Practi 
: cability counts. Flexibility, 
Storage [1 iwers hold up to 375 plates but for speed nd ease 
. ‘f ‘ ‘ pre it peed and e; me durability, economy count 
in handling plates when making additions or corrections of the list And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 


ot up to 24 classifications. 


limit this quantity to 275 to 325 plates to the drawer. Standard size 


cabinets with 77 drawers will store 25,000 plates 
Accopress Binders come 


in 5 colors, may be printed 
or embossed as you wish 
They're loose-leaf, lie flat, 
open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
ELLIOTT ADDRESSING MACHINES: J he manufacturer is Elliott The? 
space-wasting mechanisms. Their low cost is 
Addressing Machine Co. Headquartered in Cambridge, Mass., this famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


firm has offices or distributors in most large U. S. cities. 
Addressing is done from a one piece fiber stencil. Addresses are 


cut into the fiber through use of a standard manual or electric type 


press 


writer, with a small extra attachment. When the fiber stencil (or a 


plate) is passed through the Elliott addressing machine, ink is forced Hinder com 


hines laose leaf 
through openings in the fiber stencil created by the typewriter keys 


convenience 

Thus the addressing impression is made. Stencils (plates ) are made 5 farms §=6eapacity 

in a variety of sizes to carry 4-line and up to 6-line addresses. ‘This , a ete 
se deal for Cata 

company makes about 40 different addressing machine models. Speeds log Covers 

range from 1,000 to about 8,000 per hour. 

Selective addressing: ‘Vhe Elliott selector permits 44. different 

classifications in a stencil 2” x 41/,” 

4” » /20°"" 

ae” x 4-3/32". bound papers from 


Storage: Elliott makes a 100-drawer cabinet which holds. 250 the Accobind Folder 


up to 200 in a stencil When transfer time 
comes just slip the 


insert a new feco 


stencils, (plates ) size 2” x 414”, to the drawer. A maximum of ' 
astener and the 


25,000 stencils stored in one cabinet! ‘There are other models, too. Folder is ready for 
another year's filing 


‘There are other automatic addressing systems available. But the 


three discussed are probably the best known and most widely used. 

Last month we gave you a check list to use in selecting the systen 
Bias . potest gid siedigat peed ' ACCOBIND folders 

best suited to your needs. Here are a few more points to keep in mind: 
1. Before selecting any addressing system, consider all the facts ACCOPRESS binders 
outlined in the “check list’—then talk to manufacturers’ representa PIN-PRONG binders 


tives and get the whole cost picture, (for marginal multiple punched forms) 


handling the entire operation, from embossing stencils to addressing ACCO clamps 


to list maintenance, to mailing. (Find out who owns any special ACCO punches 
equipment which may be installed for your use. ) THE ACCOWAY SYSTEM 


Compare the costs—and don’t overlook the headaches of running 


Have your lettershop review the problem and quote their costs for 


for filing Blueprints and all | heets 
your own department ... if the dollar savings are small. rer Sag re een 


2, If you mail locally, file your list alphabetically. Mailers who —and other filing supplies 


ACCO propucts 


A Division of NATSER Corporation 


use county, regional or national lists will find geographical filing 
saves time, labor and money in handling third-class mail. 


3. No matter what addressing system is used, be sure the “impres 
4 } 
hat? ( ' : 
sion” is clean, neat and properly placed, that the spelling is correct yudensburg, New York 
In Canada: Acco Canadian Ca., Lid... Toronte 


Bad addressing makes a bad impression and will kill sales 
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NO COMPETITION 


No other competitive ads 
are run with yours. Your 
commer ial 
one of only four, USE 


THEATRE SCREEN 
ADVERTISING 


MAPA 
os 


1032 Carondelet Street 
New Orleans, La. 


message 1s 


Planned to Fitt | 


. to fit the palm of your hand and into your | 
pocket... planned to fit your budget planned | 
to fit your sales picture. Canny GE designers 
rere this Sloves-crafted visual and thus | 
insured motor sales! 

To fit your special requirements Sloves 
| tere unparalleled facilities and experience. 
a to see proof. Call or Write Dept. sm-9 


‘S LOVES: 


| MECHANICAL BINDING CO. INC. | 
| 601 W. 26th ST., NEW YORK 1, AL 5-2552 ! 
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Sales Promotion 
idea File 


Slide Charts are 
Versatile Promotion Tools 


American Radiator & Standard 
Sanitary Corp. boosts sales with a 
“Comfort-Conditioning Calculator.” 
Merck & Co., Inc., combined 16 
separate charts on animal feedstuffs 
into one 844” x 11” slide chart. The 
Prudential Insurance Company of 
America offers a nifty calorie-counter. 
‘The Cincinnati Milling Machine Co. 
puta milling setup calculator on one 
a two-sheet chart, a cutting 
speed calculator on the other. Swift 
& Co. uses a sliding chart for a baby 
feeding schedule, Du Pont uses one 
Mylar polyester film “Cost 

Railway Express 
compares its service 


side ot 


lor a 
Comparator.” 
Agency, Inc., 
with parcel post on a similar chart. 
Samples of all these are available from 
Robert Silvert, Sales Manager, Perry 
graf Corp., 150 S. Barrington Ave., 
Los Angeles 49, Calif. Or outline 
your sales problem and Silvert will 
tell you how a slide chart can help 


solve it. 


Prospects Will Keep This 
Promotion Piece for Years 


‘Television station wanted to in 
form advertisers about its increased 
tower height and increased power, 
created a 4% x 9 piece that mailed 
in a #10 envelope and unfolded to 
a height of five feet. Picture of new 
tower and information were presented 
on one side. Reverse side was a 5’ 
tape measure that could be taped 
wall of a child’s bedroom. It was 
inscribed “Watch your child grow 
as your sales grow on KODE-TV.” 
For free copy, write to Harry Burke, 
ag Manager, KODE-TV, Jop 


lin, Missouri. 


Permanent Identification 
On Sign in 3-D 

Hernard Mfg. Co., 923 Old Nep 
perhan Ave., Yonkers, N. Y., will 


make free sketch for plastic, unbreak- 


BY LARRY SCHWARTZ 


Mktg. Consultant and President, 


Wexton Advertising Agency 


able identification signs that last for 
years, based on your product, trade- 
mark, package, etc. 


Color Film 
Incorporated in Letterhead 


A single frame of 16 mm. color 
movie film is inserted in die-cut slits 
to make unusually graphic, attractive 
letterhead for commercial film pro- 
ducer. For sample, write to Robert 
L. Stone, Executive Vice President, 
Mode-Art Pictures, Inc., 1022 Forbes 

t., Pittsburgh 19, Penna. 


How to Use 
Hot Iron Transfers 


Hot Iron Transfers are used to 
transfer slogans or pictures of trade- 
marks, products, people, 
to ‘I-shirts, denims, sweaters, stock- 
ings, bibs, napkins, tablecloths, swim 
suits, socks and sails. Printed in one, 
two or three colors, they’re washfast 
and colorfast when properly applied. 
Excellent as giveaways, self-liquida- 
tors and package inserts. For free 
booklet and samples, write to Stamp 
agraph Co., Inc., 79 Alexander Ave- 
nue, Bronx 54, N. Y. 


scenes, etc., 


Promote Santa Claus 
All Year Round 

The experts said it couldn’t be 
done when Universal Pictures used a 
live Santa Claus in mid-summer to 
promote “Detroit Tigers.” But a 10- 
day promotion stretched to 9 weeks. 
Think about making it Christmas all 
year long, and call in Lucky S. 
Squire, the 222 pound Santa Claus 
model with the full white beard. 
When he’s not at the North Pole, you 
can reach nies at 316 East 54th St., 
New York 22, N. Y. 


How to Make 
A Slow Month Pay Off 


Moore & Handley, Birmingham, 
Ala., hardware wholesaler, converts 
January, ordinarily a slow month, 


SALES MANAGEMENT 
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ow we get the pomt 


of your red pene] 


Many hours of writing, rewriting and polishing 
have gone into the copy. The layout is sharp and 
bright—an imaginative showcase for a strong sales 


story. The account executive presents the ad 


with pride. 


And then the client that expressive crease 


between his eyebrows deepening—reaches for his 


sharp red pencil. 


This is the time when advertising agency men 
are reputed to mutter under their breath, the 
moment when their ulcers are said to snap almost 


audibly in the strained stillness. 


But that is fiction—in our experience. 


Through many years of serving many accounts, 
we have had little reason to resent, or fear, the 
client’s red pencil. On the contrary, we seek clients’ 
suggestions because more often than not they 


make a good ad even better. 


The main reason we seek, rather than resent, 
client suggestions grows out of the kind of agency- 
client relationships we work hard to build, and to 
deserve: relationships based on the understanding 


and mutual confidenc e of partnership. 


As partners, not suppliers, we work with a client 
all the way through a given marketing problem, 
from beginning research to the finished campaign. 
We (c lient and agency) become a selling leam pro- 
toward clearly defined and 


gressing together 


mutually understood sales objectives 


That way of working makes the advertising we 
produce more resultful than it could be in any 
other way, and at the same time makes it unneces- 


sary for us to be touchily defensive about it. 


Working as closely as we do with the client, we 
learn that he has some pretty sound ideas, too, 


and that the intelligent teaming-up of our mutual 
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abilities can make our copy a better, sharper mar- 


keting tool. 


But while we don’t resent the client’s red pencil, 
neither do we fear it. We have no reason to. As 
partners, we have not only the right but the duty 
to speak up strongly when we feel the client is 
wrong. Sometimes we convince him, sometimes 
we don’t. The important thing is that the result 
of such give-and-take discussions is more effective 
advertising and sales promotion than can bx 


obtained by any othe: method. 


Long ago we got the point of the client’s red 
pencil. We learned that it is aimed not at ou 
ego, but at more sales for him. And that’s our 


target, too 


aveleller. Kickard, 
(Sebhardt and eed, Inc. 


ADVERTISING 


NEW YORK * CHICAGO * PITTSBURGH 


AFPFILIATES 


PUBLIC RELATIONS © BURSON-MARSTELLER ASSOCIATES, Ine 
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into one of their top sales months by Isle of Pines, Yucatan, Mexico, out Summer? You can get free ride and 
running a “‘“Merchandise Mart” in of the way places tourists never see. admission tickets to famous Palli- 
their headquarters. Busses, supplied Only $150. For further information sades Amusement Park through Sol 
by them, provide free transportation write Harry Singer, Merchandising Abrams, Bert Nevins, Inc., 152 West 
to Birmingham lor over 1700 dealers Consultant, 55 West Lith Dt. New 42nd ot., New York 36, N. 7. The 
pecial displays are set up for all York, N. Y. Ask Harry for a com same company can arrange tie-ins for 
products handled by Moore & Hand plimentary copy of his interesting you with Mrs. America. 
ley, and sales have ranked with peak newsletter, “What's New in Mer 
month ( handising.’ Night Club Know-How 
For Your Sales Meeting 
Inexpensive Cruise Free Tickets to One of New York’s most famous 
Makes Unusual Prize Palisades Amusement Park night spots has a division that will 
The world’s largest sailing yacht Are you——or your New York area inject showmanship and provide pul 
(YY, leaves Havana every two week dealers — planning any special con chritude for your next sales meeting 
10 day cruise to Marquis Island imer promotions this Spring or or convention, It’s the Latin Quar 


ter, 200 West 48th St., New York, 
N.Y., and Mr. Cass Franklin is in 


charge of this division. 


Buttons By the Billions 


For ideas on using buttons as pre 


miums, slogan carriers, identity badges 

Must be for shows, dealer aids, direct mail 
‘. teasers and the like, write for free 
catalog to Keynote Button & Adver- 
tising Specialty Company, 1170 Broad- 
way, New York, N. Y. Ask also for 
a free packet of “I'll be good till 
Christmas” buttons for your kids, 


OME WHEE 


secretary, etc. 


"Time" Dramatizes its Readers 
In Effective Promotion 


‘The marble top of a hotel registra 
tion counter is what the outside of 
Time's recent mailing piece resem 
bled. Inside spread resembled the 
hotel mail boxes and projecting 
from Room 608’s box is Mr. Edward 
Chandler’s mail, which you open, 
satisfying the universal urge to read 
other people’s mail. A telegram dis 
cusses a big business deal, a letter 
from his wife tells of the arrival of 
their hi-fi set and discusses a vacation 
trip. ‘The hotel bill for $520.76 (for 
five days) is also in Mr. Chandler's 
box, painting a picture of a successful, 
high-income reader of Time. John 
MecLatchie, ime Magazine, Time & 
Life Building, Rockefeller Center 
New York 20, N. Y., was responsible 
for this unusual promotion piece. 


2 
OR THIS 


Present your case the 
Smart Ellis Organizer way 


Those critical few actual selling 
ninutes you spend with each prospect 


will make or break the sale 


With the Ellis ORGANIZER bag 


designed for your own particular pur 


* SALES PROMOTION IDEA 
FILE is a review of sales pro- 
ducing tools and ideas, de- 
- to stimulate the thinking 

sales minded executives. 


pone everything is under “‘finger-tiy 
mntrol The Ellis ORGANIZER line 
of top quality leather sales and presenta 


tion cases will help immeasurably dur 


ing those critical minutes that count ° 
° ° ° — 
Write today for Brochures on the - _—— Contributions to this colu 
entire line ot Ellis built ase. Bs bf and questions about sales pro- 
ade Malate lw cai ans apnea rpaniz motion, marketing or advertis- 


SALES CASE ing problems should be sent to 
Larry Schwartz, c/o SALES 


(7 s7/ [i MANAGEMENT, 386 Fourth 
15 COMPANY, INC. Avenue, New York 16, N. Y. 


Dept. SM 357, 134 So. Pennsylvania, Indianapolis, ind. 
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Bound to Sell 


aie” * ee with Cummins 


= "do-it-yourself" 


* COMPLETELY AUTOMATIC DESK-A-LECTRIC PUNCH 


Cummins 


TOU OU 
VWWVUWUV EWEN UUW EUE 


Handsome, colorful and durable, Cummins plastic adds "sell 
appeal", longer useful life to presentations, sales aids and re- 
ports. Pages lie flat, are easy to turn and easy to read. And 
Cummins now presents attractive ‘‘do-it-yourself” plastic bind- 
ing with safe and simple-to-set Cummins Punching and Plastic 
Binding Equipment for on-the-job binding when you need it. 
Cummins Plastic Binding Material may be had in a choice of ten 
attention-getting colors in popular ring centers. For one, ten ora 
thousand copies, make sure they can be bound at a moment's 
notice, bound to sell .. . with Cummins. 


Remember, Cummins is the nation’s leader in paper punching 
equipment, and has been for more than 70 years. 


Write for descriptive new booklet 
containing complete information on 
Cummins Plastic Material, Plastic 
Binding and Punching Equipment 


IN BUSINESS AND BANKS SINCE 18867 


UMMmINS 


Cummins-Chicago Corporation 


SEMI-AUTOMATIC SPEED BINDER DESK-A-LECTRIC PUNCH 


Simplified binding made easier and Completely automatic performance 

faster. Features dialed settings, con- guaranteed. Eliminates hand punch- 4740 N. Ravenswood Avenue 
venient plastic feed tray,and exclusive ing bottlenecks, effort, pressure and ' ae 
automatic release. punching bind. Speeds operation Chicago 40, Illinois 
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Six Ways 


to Stop—and Sell— 
The Shopper 


Store Promotion 
at Work 


More and more merchandising strength is being built into point- 


of-purchase displays. Some of the needs influencing current design: 


to conserve space, stimulate impulse purchase, encourage self-selection, 


make retail selling easier for both the sales person and the customer. 


EVERY LINE MANUFACTURER’S DREAM .. . to 
persuade the dealer to set up a “department” display- 
ing a wide variety of products offered under his brand 
name; to get products off shelves, out of bins, in 
position of maximum exposusis to traffic. This display 
(Oak, masonite and metal) has helped Squibb achieve 
these ends. About 3,000 placed. Display by Kay, Inc. 


CATCHING THE IMPULSE SALE: Fruit of the Loom hosiery 
stand holding 110 dozen pairs (this one in operation at Watt & 
Shand’s, Lancaster, Pa.) is credited by Merchandise Manager David 
S. Watt with creating “additional hosiery volume in the conserva- 
tive five-figure bracket,” with eight to 10 times annual turnover. 
More than 2,000 similar units have been installed. Display is of 
wood and masonite, with strip lighting, and a mirror at each end 
with a “stopper” message (not visible in illustration), “Are Your 
Seams Straight?” Open display section holds 30 dozen packaged 
pairs, with four vertical rows each holding one color of one style, 
each size is in a separate compartment. Sold to dealers at less than 
cost. Diamond Mills’ Advertising & Sales Promotion Director E. R. 
Nagel says “25% of store patrons walk out without buying in peak 
traffic periods, that this self-selection unit not only reduces this 
waste but aids impulse buying.” Display by Robert Kayton Asso. 
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WHY DO PEOPLE LIKE TO PUSH BUTTONS? 


Maybe the psychologists have an answer. In any case, push 
buttons are getting into p-o-p units. They serve two func 
tions: They arouse initial interest, get the shopper to “do 
something” ... and they automatically relate a product to 
a personal need. 

Since early 1956 Helene Curtis has placed 5,000 of the 
display pictured above. Shopper plugs into hole opposite 
her own hair problem query, light flashes next to the 
correct answer. Displays given to direct accounts with 
orders of $100 or more, plus dealer’s guarantee that he will 


SPACE NOBODY HAS 
ENOUGH. Remington Rand 
shows dealers how to display 
four typewriters in little 


more than one square foot 


Top shelf is at proper height 
for shopper to try out ma 
chine. There's a_ slot for 
sheets of paper behind the 
top shelf. Unit, made of limed 
oak, is sold to dealers with 
order of 10 or more ma 
chines. Company has dis 
tributed about 500. Kay, Inc 


. 
> 
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*. 
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use for mass display of Curtis products. “These units have 
had a considerably longer life than ordinary displays,” 
reports Al Kovnat, sales promotion manager, “and they 
have performed a real self-selling function.” 

Above, right: a bang-up job by McKesson & Robbins 
credited with having moved nearly $2 million worth of 
drugs. Company placed more than 5,000 units within the 
past year. Shopper plugs into socket next to “what ails 
you?” listing (two center columns), light indicates proper 


remedy. Both these displays by Marketing Devices, Inc 


ul 


7 
‘ 
, 


MUCH OF THE BACKACHE has been taken out of rug-showing by 
this well-tested (introduced in 1953) unit for display of Lees 
, carpets. Shopper finds it easy to compare patterns, colors. When she 
has selected those she likes, salesman removes roll from rack and 
displays carpet on the floor before the seated customer. “Retailers 


using this unit have reported that the increased carpet business 


runs anywhere from 20% to 50%," says Howard M. Turner, Jr., 
Lees sales promotion manager. Display by William Melish Harris 
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HUSKIES ADVERTISING, national 


thoroughly merchandised to distributors and dealers 


to wring every ounce of value out of the advertising 


dollar. Discussing campaign over coffee are, |. to r.: 
V-P Harold Kessler, Pres. William Manowitz, Ad. 
Mgr. Richard Groberg and 8S. M. William Garvin. 


TASTES OF TEEN-AGE MARKET have major influence on design 
of Huskies line. V-P Kessler and his associates maintain continuous 
check on regional preferences to match local stocks to local demand. 


local, is 


Huskies, Shoe Industry's Eccentric, Thrives 


Distributors just ‘aren't used'' by shoe makers. But Hussco 


asked "Why not?" and got no answer. Today the company 


is doing a tidy $10 million, and a smart sales policy makes 
the franchise attractive to both distributors and dealers 


by selling known brand, few markdowns and high turnover. 


We vot the idea trom the hard 
goods industries 

“Tt it works with refrigerators and 
television sets, why not with shoes ? 
Thus does President William Mano 
witz of Hussco Shoe Co. (‘‘Huskies’’ ) 
explain how his company broke with 
hide-bound tradition in the shoe in 
dustry and became the only firm in its 
industry to sell through distributors 
lhe distributors have exe lusive terri 
tories 


\ olume today ts 


running near SLO 


million a year. More than 2 million 
pairs were sold in 1956 

Another Mayor feature of the 
Huskies distribution — plan ware 


housed stocks which enable distribu 
tors to guarantee delivery to any re 
tailer within 48 hours 

Hussco makes a popular price line 
tuned particularly to the tastes of 
teen-agers and generally, to the type 
of casual dress which now character 
izes Suburban living 


\Ianowitz stresses the fact that 


exclusive distributorship means just 
that. Says he: ‘There are a few other 
soft lines using distributors, but not 
one of them, to my knowledge, re 
fines the policy down to the point of 
guaranteed territory. We insist that 
distributors avoid filling orders from 
outside their territories. ‘Vhey must 
transfer them to the proper distribu 
tors, 

“We won't deviate from our dis 
tribution system even to sell to de 
partment stores. It was a missionary 
job, proving to them that their proht 
picture would be the same when they 
buy from the local Huskies distribu 
tor because they would cut inventory 
investment and get bigger turnover 
Department stores today buy from 
Huskies Other shoe 
companies have tried this but lacked 


distributors. 


the guts to turn down an order. 
“Our distributors are unlike any 
other distributors or jobbers. First 
we don’t care whether or not they 
are shoe men. Findings firms, for ex 


ample, have turned out to be good 
distributors. ‘These are what we con 
sider the qualifications : 

“Ability to adapt himself, his sales 
force and his facilities to the Huskies 
program. 

“Belief in the future of the inde 
pendent retailer and his ability to sell 
branded lines. 

“He has to be a working distribu 
tor. A man who has his money in 
vested mm our shoes should and can 
sell better than a salesman. 

“On the economic side, to start a 
distributorship requires capitalization 
which we, and he, determine by esti 
mating the turnover for the market 
area. Huskies must be at least 60°; 
of the distributor’s business, and the 
remainder non-competitive. He’s got 
to give his time. 

“The system has to work because 
there is no other business like the shoe 
business. Independent retailers get 
more of the market than chains and 
department stores and there are 
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on Non-Conformity 


about 23,000 independents 

“We can sell in both categories be 
cause the average retailer can’t afford 
to carry a big inventory, and the de 
partment store doesn't want to. On 
the other hand, they can’t wait long 
for a popular style to be shipped A 
loss of one or two weekend sales, sa\ 
around Easter or Labor Day, can be 
serious. Our distributors warehouse a 
tremendous inventory of styles, colors 
sizes, and deliver them within 48 
hours. It can take weeks for a factor 
delivery from one central point. 

“We've proved to retailers, through 
setup that markup 


does not necessarily mean profit unless 


our distributor 


The independent 
should think in terms of total return 
investment. “The 


there is turnaver. 


on his inventory 
more times his inventory turns over 
the greater the percentage return on 
his investment. ‘This does not mean 
Carrying an inadequate inventory just 
to pump up percentage return He'd 
lose sales. ‘The answer is an adequate 
inventory, characterized by a wide se 
lection of numbers, based on a care 
ful analysis of past selling seasons. 

‘A warehouse that can make in 
mediate inventory becomes there 
tailer’s inventory in depth without 
representing a major investment Our 
plan enables him to have more than 
twice the norn il turnover on amini 
mal investment each season. 


“We have based our future on the 
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growth of the teen-age market, which 
still has another decade to go before 
it reaches its peak We can expect a 
tremendous increase in population by 
the ‘gilt-edged sixties’ S50“ more 
children between the ages of five and 
fourteen... tour high schoo! stu 
dents for every three attending now 

and they will have $14 billion 
to spend on themselves—on_ shoes 
clothing, and so on, of their choosing 
letting 
them set the styles for us to some 


“For this reason we are 


extent. We have gained a reputation 
as a brand which respects teen-age 
tastes and trends, and which parents 
respect because we give quality and 
comfort as well as style. In our mar 
ket originality of style is secondary 
We are copyists, not stylists bringing 
better features to a much greater mar 
ket potential 

“Suburban living and casual dress 
have had a strong influence on our 
sSefore World War II 


low heeled shoes accounted for only 


development 


10°) of all women’s shoe sale lo 
day they account for 60%. Moccasin 
loafers and dressy flats have proved 
to be the answer for informal sub 
irban life.” 

Huskies probably has the most un 
isual sales manager in the shoe in 
dustry. William Garvin 1 man 
without a sales force of his own Hi 
job is unorthodox in that he sale 


nanavge 60 salesmen who are en 


STORE PROMOTIONS are 
Huskies selling plan. Dealers have staged hun 


important in the 


dreds of these “Giant Moc” promotions in which 
customers are asked to guess the size of the big 


shoe. Winner receives pair of shoes as a prize 


By ALICE 6. ECKE 


ployed by 19 distributors who carry 
the Huskies line. “Yet in the devel 
opment of our sales program,” he 
says, “it has come to a point where 
Huskies does everything but writs the 
hecks for these salesmen,’ 


Objectives are to 

® train distributors in sales man 
iwgement and salesmen control with a 
technique the company has developed 


during the past 12 year 


© work directly with the distri 
butor salesmen in training them to 
interpret a highly volatile sales pro 


motional program on a brand basi 


® work periodically in the field 
with the salesmen to make sure the 
are using all sales. tools at their di 
y™ sal to move more Huskies into store 
ind to help stores move more Huskie 


olume throughout the season 


® help the distributor to introduce 


each season's new advertising ‘and 
sales promotional program to his sale 
men 

It is management’s belief that ad 


ertising and merchandising effort 
can have no effect unless the saleemar 
understands what he has to work 
with. “We want each salesman to 
become sales and adverti ing Manager 
for his territory,”’ Garvin emphasize 
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HERE’S GROWTH THAT COUNTS! 


Things are popping in South Bend, Indiana too. In the past 


diversity. It’s 


$7 ,000-$9,999 


Che 


three years 34 new industries have come to this area; 25 man 
ufacturing plants have expanded their facilities. This is healthy 
growth that adds to the market’s stability and increases its 
another reason why South Bend is first in the 
Nation in incomes of $4,000-6,999 
You can saturate this rich market with the 


South Bend Tribune. Send for free market data. 


Soulh Bend 
Cribune 


Franklin OD. Schurz — kdituor and Publisher 


STORY, BROOKS & FINLEY, INC 


second in incomes of 


The South Bend, Ind. Market 
7 Counties, 1/2 Million People 


NATIONAL REPRESENTATIVES 


Our sales problem is to first prop 
erly indoctrinate the salesman and 
then to see that he operates with maxi 
mum etheren Ihe salesman’s atti 
tude toward the retail store must be 
different trom the standard brand ap 


proach Hi 


my job 1 not finished until you move 


ipproach to the store is 


the shoe 

equally divided 
between the field and the Huskies ex 
ecutive ofhce in New York City. In 
the field he works with each salesman 


(jarvins time 


two or three days, then reports to the 
distributor evaluating the salesman’s 
efhciency in carrying out the Huskies 
sales program He works, too, with 
each salesman in pioneering new a 
counts and in setting up department 
nm mayor department and independent 
store 

Sales Records: Huskies has devel 
oped a sales record system which en 
ables distributors, salesmen and 
Huskies management continuously to 
evaluate progress in each local terri 
tory 

Keach salesman is given copies of a 
five-part record torm to use to report 
on his accounts. This form is also a 
sales tool. It makes it possible for the 
salesman to know as much about an 
individual store as does the owner of 
the store. Divided into quarterly pe 
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riods, each report has a breakdown 
of sales by categories. 

It shows a direct correlation with 
promotions staged by a store and pro 
vides information for evaluating the 
promotions, It is a guide for the dis 
tributor and for Huskies vice-presi 


dent in charge of merchandising in 


analyzing a season's business by area 
ateyory and store, 


Comparisons Made 


Reports are sent to Huskies Adver 
tising and Sales Departments where 
results are analyzed and compared 
with the cumulative year’s figures and 
with the preceding year’s figures. ‘This 
gives the salesman, the distributor and 
Huskies management a meaningful 
picture of a territory’s sales status 
Distributors receive « omposite reports 
including the figures of all their sales 
men for the period, together with an 
analysis of progress made and results 
which help them to work more in 
telligently with salesmen from season 
to season. 

“It is surprising how many stores 
lo not keep adequate sales records,” 
Garvin points out. “A store owner 
is often shocked to learn that he sold 
SUO pairs of a certain style of shoe 
during the preceding season. ‘The in 


formation on our record form pro 
vides him with a good basis to pre 
pare his stock tor the coming season 
when the Huskies salesman again 
works with him.” 

Sales incentives: An over-all yearly 
sales incentive program is directed by 
Huskies, not by the distributors 
Points are earned by the salesmen on 
the basis of sales figures and promo 
tions for quarterly periods. Emphasis 
is put on increasing volume in each 
retail store, for which bonus points 
are offered. 

Because of the varied territories and 
sales potential, salesmen are asked not 
to compete with each other, but to 
compete with themselves. Incentives 
are geared to pay off for territory in 
creases, 

Special contests are often built into 
the over-all yearly program, such as 
the shoe industry star salesman award 
in which Huskies participated during 
1956. Through this award the top 
Huskies salesman for the first six 
months of 1956 received national re 
ognition, an all-expense trip to New 
York City with his wife, and a spe 
cial industry trophy which’ was 
awarded last October at the national 
shoe fair in Chicago. 

Communication: Mail, telephone, 
regional meetings and personal con 
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Refining Industry Buyers Prefer 
to have YOUR catalog in the 


REFINERY CATALOG 


primary reference source for buying information 
in the process industries 


The Rerinery CaTALoc gets preferred 
use among buyers and specifiers in the 
Refining - Natural Gasoline-Petrochemi- 
cal Industry because it makes the buy 
er’s job easier combining the 
complete or condensed catalogs of 
almost 300 material, equipment and 
service suppliers into one handy, cross- 
indexed volume for ready reference and 
comparison 


your customers and prospects to buy 

Based upon comparative printing and 
distribution costs, too, a factual pres- 
entation of your sales story can be made 
in the Rerinery CATALOG more eco 
nomically, with greater chance of cov 
ering maximum buying influences, than 
by any other method 

From over 20 years of consistent 
usage, your customers and prospects 
have developed the habit of “looking 


This composite source of descriptive 
information, case bound for ease of 
handling, is carefully distributed to more 
than 8,500 known buying influences 
(98% of the industry's buying power) 


Your catalog in the Rerinery CatTa- 
LOG keeps your sales story on the job 
full time in the right places, at 
the exact moments that buying decisions 
are being made making it easier for 


THE REFINERY CATALOG 


it up first” in the REFINERY CATALOG 


mendous time saver 

Give your sales force a powerful assist 
by supporting your sales program with 
adequate catalog data in the REFINERY 
CATALOG 

Write today for FREE data book on 
Cataloging to the Refining Industry 


which they keep handy as a tre 


A GULF PUBLISHING COMPANY PUBLICATION 
World’s Largest Specialized Oil Industry Publishers 


¢ Houston (19), 3301 Buffalo Drive, JAckson 94301 
« New York (17), 250 Park Avenue, YUkon 66558 


tact are used to implement the 
Huskies sales program. 

Roundups are issued periodically to 
all salesmen and distributors, empha- 
sizing immediate selling techniques for 
a period, and offering success stories 
in one area which can be applicable 
to all areas. 

“The Huskies Hustler,” monthly 
house organ, devotes part of its space 
to salesmen’s activities, particularly to 
reports on progress during the yearly 
contest. All business papers and the 
house organ are used to announce ap 
pointments of new salesmen. 

Each salesman receives a persona 
lized analysis of his sales records for 
a given period, with a letter from 
President Manowitz 
progress or weaknesses. 

Where regional trade shows are 


regarding his 


held, Garvin often calls a_ special 
meeting of all salesmen for that ter 
ritory to explain the specific adver 
tising program for the season and to 
check on sales and promotional re 
sults for the period. 

Sales Tools: As part of his initial 
indoctrination in the Huskies opera 
tion, every salesman receives a leather 
brief case with a complete Huskies 
sales and 
This presentation covers Huskies ma 
jor selling points as they have been 


advertising presentation. 
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© Chicago (4), 332 S. Michigan Avenue, WAbash 29330 
Cleveland (15), 1010 Euclid Avenue, MAin 1.3295 


developed during the last 12 years 
Garvin shows the new salesman how 
to use the presentation during calls. 
After that he goes with the salesman 
on calls to observe and offer sugges 
tions for improving his sales technique. 

Every salesman is equipped to set 
up store promotional programs and 
to assist the store in planning a local 
advertising program to tie in with 
Huskies national advertising. He 
carries with him an order form which 
covers every part of the local adver 
tising program. He writes an order 
for advertisements, contest and dis 
play material to be used by a store 
for the season. This order form is a 
check list the salesman uses to make 
sure he is presenting every part of the 


program available to the store 


Order Is Work Base 


‘The advertising order is then sent 
to Huskies Advertising Department 
with copies tor the distributor, the re 
tailer and the salesman. This becomes 
the record for all individual store ad 
vertising programs with shipping in 
structions for all material scheduled 
to go to the store for the coming 
season. The salesman uses it as a fol 
low up in making calls to the store 
to make sure that all sales tools have 


© Tulsa (3), 916 Enterprise Bldg , CHerry 2.9211 


© Dallas (1), 518 Santa Fe Building, Riverside 7 7344 


* Los Angeles, W. W. Wilson Bidg., Huntington. Part 
LUdlow 7 1219 


been put to work as scheduled. 

Huskies is organized to get the 
most efhcient results from each fun 
tion that is part of the total concept 
of sound business. The three major 
classifications are the functions of top 
level management, sales management 
advertising and merchandising. 

The merchandising phase, unde: 
the direction of Vice-President Hat 
old Kessler, is concerned with the 
product from its initial con eption un 
til it reaches the distributor level 
This follows through styling, manu 
facturing, quality 
stocks in warehouses, to make sure 


control, balance 
that the right merchandise is avail 
able for the retailers at the right 
time. Sales management and advertis 
ing executives pick up the merchan 
dise at the distributor level and trans 
mit it through the retailer to the con 
Vice-President Kessle: 


take over from here: 


sumer. Let 


“Ours is a tremendous styling prob 
lem, since all characteristics of top 
grade manufacturing have to be 
achieved through various devices so 
that our shoes have the look and ap 
peal of high-price shoes, but can be 
produced in volume. Styling in popu 
lar prices is not born, but rather 
copied or transmitted from higher 
price items. Once we have shopped 


79 


the better markets efhciently and be 
lieve that we have the tempo of higher 


price styling, we design similar types 


of shoes which can be mass produced cal for volume production; (3) we 


Here is how it worked in setting just didn’t like some of them. 
up our line for the spring of 1957: 
We have eight general classifi 


cations, ranging from ‘dressy flats 


and ‘mid-wedges’ to children’s shoes ences in style, color, etc., we dis 
carded another 20%. This left about 
160 patterns in 500 stock numbers for 


and men’s loafers. ‘These eight classi 
fications had 320 individual pattern 
and 967 stock numbers, ‘his was our the new season. 
initial sample assortment, 

This was then pruned down to 200 


patterns because (1) there were 


changes in style trends while we were 
in the process of making the samples ; 
2) some turned out to be impracti 


“We were then ready to show our 
shoes to our distributors. Acting on 


their advice, based on regional prefer 


“Volume price lines such as ours 
tend toward the basic and semi-basic 
merchandise rather than the ‘hot shot’ 


LOOK! 


Cincinnati Times-Star 
Is the NEW LEADER 
In The 
Big Evening Field 


FIRST in ABC City Zone cir ulation--NOW 130,919 
FIRST in ABC City Zone gains UP 2,919 . 
3 to 1 over our competitor in the BIG evening field! 


nearly 
It pays to advertise in Cincinnati's only Locally Owned, 
Locally Edited, Locally Interested newspaper .. . 


| GREATER 
CINCINNATI 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE 
NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES, 
FLORIDA REPRESENTATIVES: McASKILL & HERMAN, MIAMI BEACH 
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merchandise which accounts for pos 
sibly 50% of store sales. We try to 
stay with the base merchandise which 
may mean 75% of a store’s sales and 
possibly 309% or 35% of a store’s in- 
ventory. Novelty merchandise usually 
is the reverse, with a large inventory 
for a small sales volume. 

‘“Merchandising’s prime function is 
to find out what the consumer wants 
and then make sure it is manufac 
tured. Our Merchandising Division 
works constantly with our distributors 
to determine the specific needs of 
their respective areas. 

‘Twice a year | work on complete 
new lines with each one of our dis 
tributors, tailoring the in-stock in his 
geographical area to requirements of 
that market. This raises such prob- 
lems as making 47 different types of 
saddle shoes whereas normally two or 
three would be stocked by a factory. 
By catering to particular geographical 
needs, we find that we have sub 
stantially increased our business and 
can cover ‘fad’ ideas of a teen-age 
group much more closely. Distribu 
tors in individual areas pick their own 
styles for warehousing. Since they 
live there and have direct contact 
with the salesmen who cover the ter- 
ritory, they are therefore much more 
aware of what consumer preferences 
are than any executive sitting in a 
‘home’ office. 


Turnover High 


“The turnover of the Huskies line 
in stores has proved to be more than 
twice the average shoe industry turn- 
over of 2.6, with a full markup. 

“To keep our distributors liquid, 
we have gone into two major opera- 
tions. One is a transfer program be- 
tween distributors, which is con- 
trolled from our merchandising office. 
‘There’s a unit control system in our 
main office through which shoes can 
be transferred between distributors. 
‘Thus shoes that have slowed up in one 
geographical area and are selling well 
in another area can be transferred, 
just as a chain of retail stores would 
do. The original distributor suffers no 
loss on the merchandise. ‘The distri- 
butor accepting this merchandise 
makes his normal profit. ‘This elimi- 
nates a good percentage of markdowns 
in many warehouses. 

“The pre-Easter season last year 
turned out to be a perfect example of 
how this system works. For six weeks 
prior to Easter all orders for Faster 
merchandise were channeled to dis- 
tributors who had the stocks, regard- 
less of their locations, rather than to 
the factories, in order to reduce sea- 
sonal inventories. ‘The retailer re- 
ceived his shoes within 48 hours, re 
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Six Steps to Successful Selling 


~ AROUSE INTEREST | 


eo RCE TIO 


“CONTACT 


MMM MORE ADVERTISING HERE MEANS 


MMMM MORE SALES TIME HERE 


Business Publication Advertising keeps your sales 
story before all your prospects. It is good selling mn 


for today—a good investment for tomorrow. 


McGraw-Hill Publishing Co.| 


INCORPORATE 


To 


sell more where more is sold 


-.- it’s FIRST 3 FIRST! 


: mt > 


. & 


Surrounded by Silence here 


b ete em ae ~ —— 


A. uphill trudye on it now-covere d lonely road ometime 
leads to a small country veneral store. A far cry from such 
i marginal market with few customers is the huge metro 
politan market with giant self-service supermarkets with 
helves amply supplied with many colorful labels that stimu 
late the mass buying of the big city’s teeming million 

The 3 outstanding city and suburban areas of New York, 
of all U. S. food and 


grocery product In these concentrated, most profitable 


Chie ao and Vhiladelphia consume ! 
| 


sales areas, the family coverage of General Mayazines, 


i 


_— 
Rotogravurs 


Colorgravure 


< 4 
rounded by Sales Here rhe 
MM, 


Syndicated Sunday Supplements, Radio and TV thins out 
In these top markets there is no substitute for FIRST 3 
MARKETS’ solid 62% 


coverage of all families. 

Further, in 279 Industrial North and East counties 
where 277 of total U. S. families account for 32% of the 
nation’s grocery product purchases—FIRST 3 MARKETS 
GROUP delivers an audience of '2 of all the families. 

To make your advertising sell more where more is sold 

it’s FIRST 3 FIRST! 


Circulation in excess of 6,000,000 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


New York 17,N.Y.News Building, 220 E. 42nd St., Murray Hill 7-4894 ¢ Chicago 11, Ill, Tribune Tower, SUperior 7-0048 
San Francisco 4, Calif., 155 Montgomery St., GArfield 1-7946 ¢ Los Angeles 5,Calif., 3460 Wilshire Blud., DUnkirk 5-3557 


zardless ot cost of shipping, even 
it invol 2 OOO miles 


The operation ot the 


“1 a distance ot 
transfer systen 
was so successful that losses on sea 
sonal merchandise were almost nil. 
“The other operation is this: To 
alleviate markdowns at 
level and to keep the market clear of 


lose out 


the distributor 


merchandise, we opened 
Honesdale, Pa 


| he store bur S shoes back tron 


retail store at oul 
plant 
our distr 


butors and sells them for a 


very close markup, helping the dis 
tributor to keep h iréa lean ot 
| he salesman 


close-out merchandise 


no ionger has to samples of 


slow mo ny merchandise ind Ca 
—_——r | } 
Concel ire On new nes W ich ire 
sell ny if normal le els 
OF ontrol at the distributor 
level , listrib pet il 
i to ) ill Irie } ( ina ifa 
on week sales b olor, t pe and 
style Oo! shoes pl . lati C sales 
tor i given pe on \ n tin inl 
inal in be made he previo 
ea il to plan rie ile 
ind ory reduct idditior 
I} i ) llow ( ! ontrol 
tra tT ten oO ope if¢ more eth 
Ps } > . ' | 
entl DECAUSE WE Ca see at a plance 


which warehouses are heavy on par 
ticular 


col pared 


hoes and which ones are light 


to their rate of ile. 


Methods Differ 


The advertising operation: Obje 
tives are basically the same as those 
of any brand manutacturer. Methods 
in that the 


geared to dovetail with 


however, are unorthodox 
progran 
the company’s unique merchandising 
procedure by 

® building 


warecho ise distributor and seeing that 


around the regional 


everything that is prepared for print 
or promotion 1s applicable to his spe 
cific territory. 

® starting at the retail level where 
the over-all advertising program must 
effects and 


there through regional promotions to 


have its work up from 
national promotions. 

The over-all plan incorporates 21) 
advertising programs into one fot 


‘There Is i 


program care 


six-month period. 
national 
fully followed through for the spe 
cific territory governed by each of the 


Huskies franchised distributors. 


every 


idvertising 


Advertising for the distributor 


is designed to help hin open new reta 


' 
| 
iccounts—independent and _ depart 


ment stores Be ause of its extende 
distribution pattern, an unus rally 
large percentage of Huskies accounts 
stores. ‘I his 


independent 
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Coordination with distributors: 
\leetings with distributors are held 


means the Advertising Department 


has to plan more for the individual 


store and do more work in setting up eight to twelve weeks in advance ot 
local store promotions than is required the time their salesmen go out with 
tor the typical distribution setup of i new line. Each distributor spends 
the industry: predominately depart- from 24 to 72 hours at Huskies execu 


tive headquarters in New York City, 
reviewing all phases of the advertis- 


ment stores and larger independent 
stores in metropolitan and suburban 
ireas ing program for the coming six 
months. 
Advertising for the retailer de He is shown a presentation of the 
signed to increase store trafhe and national and regional advertising pro 
help to identify the individual store rams planned for his particular area, 
is the community source for Huskie 


and Huskie Pups stvles idvertising budget and the sales po 


I his takes into consideration his own 


Do you have 


ROBOT 
SALESMEN? 


Have you ever stopped to consider 
the degree of selling enthusiasm af- 
forded your line by your distributor 


» “ny 7 
sale smen! 


Do sales results indicate perfunctory, 
matter-of-course service paid to your 


products? 


Here's how to revitalize your distrib- 


utor salesmen and turn them into 
flesh and blood, producing members 


of your sales team 


* Keep them eager to sell your 
line 

¢ Give them ammunition to 
help them sell 


¢ Offer a fair return for their 
efforts 


* Make them proud to be as- 
sociated with your company 


Do it by advertising your company and its products regularly 
in the pages of INDUSTRIAL DISTRIBUTION 
zine read and studied by distributors and their salesmen since 


1911. 


Industrial 

n U S r l C 330 West 42nd St., New York 36, N.Y 
— 

1 | stri h uti 0 n A McGraw-Hill Publication a @ 


the maga- 


8) 


— 


TisZrof.. 


in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 


Drive-ins 

Drug Stores 
Fountains 

Industrial Cafeterias 


Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highways 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


FAST 


FOOD 


the magazine serving counter 
and tountain restaurants 


386 FOURTH AVE. {33 


NEW YORK 16, N.Y. _-: 
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tential of his territory. He is then 
shown how to present the program 
to his salesmen during regional meet- 
ings. Ihe current season is reviewed 
to evaluate advertising te hniques to 
bring about as close coordination as 
possible between national and regional 
advertising efforts. 


Media and Methods: For national 
advertising, several methods of media 
selection and merchandising have been 
developed to refine results and bring 
the purest possible sales return for 
every dollar allocated to national 
media. 

The first criterion is class circu 
lation vs. mass circulation. Based on 
analysis of Huskies consumer market, 
media are selected ac ording to female 
readership, age and income groups. 
‘The result is a diversified selection of 
magazines such as Seventeen, Ameri 
can Girl, Parents’ Magazine, Modern 
Screen, Screen Stories, True Experi 
ence, True Love Stories, Movie Life, 
Silver Screen, Sports Illustrated, and 
Modern Romance S. 

Spread of magazines has proved 
highly effective in terms ot consumer 
response, in pre-merchandising 
through business papers and in sales 
men’s presentations. All of the above 
magazines will be used in Huskies 
1957 spring and summer advertising 


program, 
Newspapers Used Locally 


Regional advertising: During the 
past three years Huskies has_ relied 
more and more on large-space news 
paper advertisements with group re 
tial store listings for a given area 
cheduled consistently in key metro 
politan newspapers. or example 
during the coming six months news 
papers in 23 cities will run a series 


Mr. Sales Manager: 


ee ee) 


DIRECT SELLING 


Salesman 


ee 


ee 
Write for FREE Copy 


Should your company venture into the Direct Selling field? 


Here's the blueprint for successful Direct Selling! Quickly, 
factually, graphically, “The Truth About Modern Direct Selling” 
| gives you the inside sales-slant on modern Direct Selling, It's as 
|| BIG in enlightening FACTS, as broad in its practical approach as 
is the nine billion dollar sales volume of this constantly-growing, 
highly versatile Direct Selling field! It tells you why few products 
\| or services aren't suited to it, and a big-ticket price makes no 
difference—how today's Direct Selling Specialist can sell any- 
1 thing you can sell him. 
| Sounds good! But is Direct Selling for YOU? This is the book 
to give you a definite, authoritative answer. it will tell you why 
this powerful distribution force adds volume fast, perils no part of 
} present over-the-counter retail sales, and can be tested virtually 
cost-free. Write for your FREE copy today, Pin, paste or staple 
this ad to your letterhead and mail to: SPECIALTY SALESMAN, 
The Magazine of modern Direct Selling; Room 812-B, 307 N 
Michigan Ave., Chicago |, Ill. 


of five advertisements, each one list 
ing retail stores that sell Huskies in 
those areas. Linage will exceed 
50.000. 

Newspaper advertising themes may 
be built around the style categorie 
for the selling season. For example, 
the Philadelphia Inquirer is sched 
uled to run five advertisements fea 
turing Huskies for a buildup to peak 
pre-Easter business. ‘They will start 
the last week in March, running 
through June for men’s and women’s 
casuals and moccasins. ‘Theme for the 
first 800-line advertisement will be 
Huskies Fred Astaire contest set up 
as an individual store package. ‘The 
shoes to be featured will be selected 
by the distributor, from the dressy 
flat and sports groups which will 
dominate March and April retail 


sales. 
Dealer Listings Pull 


The dealer-listing type of adve1 
tisement, Groberg reports, has brought 
into the store the greatest number 
of customers and the most substantial 
increase in Huskie sales (based on 
initial orders and analysis of sales 
records of reorders for the period it 
is run). “There is no better direct 
sales return from the advertising dol- 
lar than there is from our newspaper 
advertising.” ‘These advertisements 
are scheduled at no cost to the re 
tailer. ‘lo participate in each adver 
tisement, the retailer is asked to order 
a minimum of styles to be featured in 
the advertisement. 

For more than 12 years Huskies 
has been one of the top 10 advertisers 
in business papers for the shoe indus 
try. ““This,”’ Groberg points out, “fits 
in with our belief in continuously pre 
selling the retailer for the distributor. 
Preferred positions and large-space 
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units are used to back up our seasonal 
advertising promo;tions. Of einevery 
issue of the Boot & Shoe Recorder 
tells the Huskie style tory 24+ times 


How advertising is merchandised: 
\s part of his presentation of Huskies 
national advertising, each distributor 
salesman receives covers of every na 
tional Mmayazine that . s heduled to 
run Huskies advertisements. He _ re 
ceives a list of the styles which will 
be featured in each advertisement. 
‘The national advertising campaign 1s 
emphasized by the salesman as the key 
to the Huskies advertising program. 
However, that is only the jumping-oft 
point Nore emphasis Is put on local 
lvertising, store promotions and dis 
play material. 

All consumer inquiries are sent to 
the distributor who in turn sends them 
to his retail accounts. Records of all 
inquiries in response to advertisements 
in each national magazine serve in 
evalu iting the response to a parti ular 
stvle that is advertised in that maga 


Zine 


Ads Merchandised 


Distributor salesmen merchandise 
newspaper advertising with an a 
cordian folder showing each of the 
idvertisements listing names of re 
tailers in their respective territories. 
Dealer newspaper advertisements in 
whi h store names are listed are also 
merchandised through pre-print mail 
ings to stores in each territory. Fol 
low-up mailings include tear-sheets 
of an announcement ol the next ad 
vertisement in the series that will 
break in each territory. 

Lhirty-two advertising mats tor re 
tailers are prepared each season. Mats 
for each shoe style are offered with 
out cost. Advertising mats are pre 
pared with everything in. the copy 
but the shoe style. A dotted line in 
dicates positioning of the style. When 
the distributor salesman arranges for 
an advertising campaign for a store he 
orders both advertising mats and shoe 
style mats. ‘This technique was intro 
duced a year and a half ago and has 
resulted in a 200% increase in re 
quests tor mats ind an even greater 
ncrease in number of advertisements 
and linage, scheduled in local news 
papers by retailers. In the first eight 
months of 1956 more than. 15,000 
mats were shipped to some 7.000 re 


ta lers throughout the country. 


Store displays: Window and_ in 
store displays fall into two groups: 
tree displays and at-cost d splays Na 
terials offered range from lighted 
window displays to full-color, year- 
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round original paintings which = are 
serviced by Huskies with seasonal 
backdrops and fitted into three-dimen 


sional plastic units. 


Store promotions: It is Huskies 
policy to plan a wide variety of local 
store promotions and contests. Re 
tailers may select trom six or more 
self-contained local promotions that 
may be staged at any time during the 
SC aso, 

Nlajor Huskies promotion 1ol 
spring and summer 1957 is built 
around a packaged program, tying in 
Fred Astaire and the Fred Astaire 
Dance Studios with a contest ofte! 
ing a prize ot a tree trip to Holly 
wood, During this contest Consumers 
will be asked to identify a dance dia 
gram which is a dance commonly 
known today. In addition to the trip 
to Hollywood, prizes will be offered 
by the store. The retailer, too, will 
have an opportunity to win the trip 
to Hollywood and he can take his 
wife. 

Karly response indicates that more 
than 500 promotions will be staged 
by stores during the coming season 
This means that more than three 
quarters of a million lines of new 
paper advertising on Huskies will be 
cheduled in’ small-town daily and 
weekly newspapers and shopping 
guides, in addition to retailers’ non 
promotional newspaper advertisements 
that are placed through Huskies mat 


Does It Pay Off? 


In evaluating the over-all adver 
tising program, Groberg has this to 
say: ‘The acid test is to determine 
whether our advertising is paying off 
at the retail level. All media and 
sales promotional material are evalu 
ated with this objective in mind 
Changes have been made each year to 
get closer and closer to productive 
use of the ad ertising dollar ut all 
levels. Unles the distributor his 
salesmen and the retailer understand 
our advertising, act to exploit it, and 
act in coordination with the over-all 
program, we do not consider our ad 
vertising eftective. 

\fter 12 years of the Huskie 
branded program, the local stock set 
up and local promotions geared to 
national advertising are the basis for 
the growth and succe ot our di 
tributors and. thei: retail account 
ur sales gains of the future rest, to 
a great extent, with our ability to 
effectively channel national and_ re 
gional advertising into local retail 
stores 


The End 


GREATEST 


FLEXIBILITY 


Use one theatre, or as 
many as 16,000 theatres 
from coast to coast dur- 
ing a week, USE 


THEATRE SCREEN 
ADVERTISING 


MPA 
os 


1032 Carondelet Street 
New Orleans, La, 


Coming Soon 


"Are More FTC Upsets 
on the Way?” 


Here's an article that will give 
you an at-a-glance report on 
who's in trouble with the Fed 
eral Trade Commission, what 
these companies are charged 
with and the status of the 
various cases. Also, the articie 
describes what will happen if 
the company “wins” or if the 


company “loses.” 


This will be a Washington re 


port you won't want to miss 
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THE HUMAN SIDE 


BY HARRY WOODWARD 


Bert and Harry Are Bob and Ray: and in that order. But they’re hard to separate 


these days. Bob and Ray now say they'd rather be heard than seen! 


Bert and Harry Ride Again! 


In the New York 


area a couple of zany cartoon char- 


acters who advertise a beer have be 


metropolitan 


come almost as much of a cult among 
the Intelligentsia as walking shorts. 
For about a year now the fictitiou 
Piel Brothers, Bert and Harry, have 


bee! delighting | V 


their off-beat commercials for Piels 


viewers with 


beer They've taken commercials 
out of the tedium class and made 
them the cream of the jest, ’ is the 


intellectual a Bert and 
Hart fan, puts it 
Bert, the short one, is the hard-sell 


Wa one 


boy ae raves about Piels beer, in 
sists that anyone caught drinking 
“brand X” is probably the descendent 


ota long line ol horse thieves. Harry, 
his fictional brother and the tall one 


the voice of moderation a low 


is 
drone of caution against Bert's flam 
boyan 

Che voices of these characters are 
those of an old radio and ‘T'V comedy 
team who had previously delighted a 
select group with their comedy rou 
tines. ‘They're Ray Goulding and Bob 


| lliott 


they have come into their own as the 


i couple ot Boston bovs. and 


voices ot Bert and Harry. 
So much so that Piels has been 
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forced to form a Bert and Harry Fan 
Club. Says Stephen J. Schmidt, di 
rector of advertising for Piel Bros. : 
“The Fan Club originated last No- 
vember at the request of many, many 
consumers who had written to Bert 
and Harry asking that such a club 
be organized. It was begun through 
a mailing to hundreds of nice people 
who wrote spontaneously about their 
affection for ‘the boys.’ These original 
members of the Bert and Harry Fan 
Club were also given the opportunity 
of submitting names of friends whom 
they thought would be interested in 
joining the club. Our present mem 
bership is over 20,000 
And what a Fan Club! With the 
club pin—Bert and Harry in brass 
comes a letter which begins “Today 


” 


is indeed your lucky day... you are 
now a full-fledged member of the 
Bert and Harry Piel Fan Club, a 
membership which is destined to add 
untold distinction to your life.’ 

The letter lists the by-laws. 

(1) Wear the Club emblem at all 
times ! 

(2) Never be without your signed 
membership card! 

(3) Learn and obey the By-Laws! 

(4) Recruit new members! 


“If,” the letter goes on, “we are 
to make this organization the great 
social force it is destined to be, we 
need more stalwart members like you. 
Look about you! Select those who 
either are or can be active Bert and 
Harry Fans and who wil! swell the 
ranks of this club to unheard of pro- 
portions. Just a word of caution: 
From time to time I will be getting 
in touch with you to supply new club 
equipment and the like and I don’t 
want anything going astray. ‘Brand 
X’ agents never sleep in trying to 
learn our secrets.’’ Naturally the letter 
is signed by Bert and Harry. 

Now for the by-laws: 

I-ach member shall view and claim 
to enjoy a minimum of three (one 
minute) and two (20 seconds) Bert 
and Harry television commercials per 
week, 

Upon entertaining friends, an, Hon 
orary Vice-President will sit closest 
to the television set. His duties, on 
such occasions, will be to switch from 
channel to channel—seeking only Piel 
commercials. Proper attire for this ac- 
tivity will include suede gloves 
for softer, more dignified percussion 
during applause. 


Never an empty glass 


Members driving to and from work 
shall tune in Bert and Harry radio 
commercials while in motion. This is 
the only time members are allowed 
to listen to Bert and Harry empty 
handed. 

Members shall exhibit a shocked 
expression and other manifestations of 
righteous indigination in bars and 
taverns where proprietors are unable 
to fill requests for the world’s fore- 
most -brew. Members shall further 
make known their intention to con- 
gregate elsewhere unless a promise is 
received to carry Piel’s by next en- 
tering. All public establishments not 
serving Piel’s Light Beer shall be 
decreed “off limits’ for members of 
the Bert and Harry Fan Club—until 
the prop has taken an attitude more 
indicative of his customers’ desires. 

Members, while quenching their 
thirsts, shall recite the Bert Piel Oath 
of Allegiance. This is done by smack 
ing one’s lips, punctuated with ahhs 
and a polite request for a second glass. 

Such delightful promotional tech- 
niques have built Piel’s into an en- 
Although the 
company distributes in only six north- 
eastern states (from Massachusetts to 


viable sales position. 


Pennsylvania), its sales are propor 
tionately high. And while beer in 
dustry sales were slipping during 
1956, Piel’s continued to climb. The 
company thinks Bert and Harry did 
it, The End 
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More than 2/2 million people with $4% billion effective buying income live in Iowa, 


Tschaikovsky have 
to put up with 
this nonsense. 


Statistics, ) 


statistics — your 
name is monotony 


9 eal 


Its coverage of metropolitan Des Moines, 
population 226,000 is 100%. Two out of every three purchasers in lowa are Des Moines Sunday Register readers. 


Ono ee 
if 


nonotony ha, ha, pretty) 

good, | must 
( remember that 
7 for 


2 OUT OF EVERY 3 
PURCHASERS ? 


; lowuh you say. I’ve always : Hello, hello get me the Sunday : 
1 pronounced that Ohio. $4-1/4 ' Register no, not a copy, you bubble 
: billion, 2 out of 3, you say... ' brained ballerina, an advertising ' 
cia enin sailed ep alee representative ; 

| 


ee ee ee ee ee ee ee ee ee ee ee ee ee 


No pied piper needed to lure Iowans with their $4% billion income 


to your products. The Des Moines Sunday Register charms 2 out of 3 lowa families, is read by 1,310,000 Iowa adults. Covers a 


whole state better than most metropolitan newspapers cover their city of publication 


P.S. 86.8% get the Sunday Register delivered to their homes. 


DES MOINES REGISTER anv [RIBUNE 


Gardner Cowles, President 
Circulation: Daily 364,744, Sunday 525,147 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 
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Head of new Fiber Division, W. R. Works, 
introduces CreZon, which has been in new 


product development seven years. Now 


his boss announces: 


CreZon 


as 


SAVES" LABOR 
& SAVES. PAINT 
SAMS Wan TtMANCE 


Born: A New Industrial Advertiser 


¢ ‘ 
yan | ran 


Crown Zellerbach Corp., 
cisco, has announced the move into 
line sales of a major new product 
CreZon. Its debut was signaled by 
the formation of a new department 
within the Industrial Sales operation, 
Fiber Overlay Sales. CreZon (‘a 
tough weatherproot overlay for ply 
a permanent CZ 
product. after seven years ot re earch 


New Prod 


wood emerges as 


and trial in the ompany 
ucts Division 

What 
trom probation status to a “proved, 
accepted profitable” product? Why 
was a new division established for 
CreZon? Why was it possible to 


make the transition so smoothly that 


determined its promotion 


by the time the product was ready to 
be moved there was no disruption of 
procedures or personnel? And why 
does CZ’s management feel so con 
fident of CreZon’s future that Man- 
ager of Industrial Sales FE. P. Part 
land can say: 

“A year ago we set ourselves the 
goal of tripling sales of CreZon 
ind attained it. ‘his year we expect 


to double last year’s sales. 
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flexibility of the basi 
sales organization which is geared to 


Reason: 


growth and designed for expansion. 
The CZ sales pattern includes a 
department for newsprint and print 
a major CZ operation 
which is under the direction of a vice 


ing papers 
president of sales. A senior vice-presi 
dent has charge of general paper sales, 
which includes three divisions: (1) 
Consumer Products; (2) Distributor 
Sales; (3) Industrial Sales (or direct 
sales to manufacturers). The advan 
tage of this setup is that it allows for 
the marketing of almost any product 
the company may develop. We see 
how it works if we follow the course 
of CreZon. 

CreZon is described by the techni 
cal people at CZ as a phenolic resin 
cellulose fiber sheet used as a prote: 
tive overlay for plywood. Its nearest 


An interview with 


E. P. PARTLAND, 


Manager, Industrial Sales, 
Crown Zellerbach Corp. 


relative in the organization is paper 
board. It came to birth in the depart 
ment of New Product Development 
and Sales and has been carefully nur 
tured there since 1949. (See “Why 
Zellerbach Promotes Plywood,” p. 
112, SALES MANAGEMENT, Sept. 20 
1955.) 

‘There are a number of sound rea 
sons for keeping a major development 
like CreZon a ‘‘new product” during 
the development period. ‘‘For one 
explains Partland, 
salesmen in other divisions are re 
sponsible for sales of existing prod 
ucts. ‘Therefore they are unable to 
invest the necessary time and effort in 
the first stages of market development 
a new product requires. As a ‘new 
product’ CreZon received the full at- 
tention of specialists. In addition to 
developing the market they were a 
cumulating a wealth of background 
and knowledge for future moves with 
the product to a sales division. 

“We have an obligation to our cus- 
tomers. It’s hard to drop a product 
once it has been offered as a standard 
item. We may have developed per- 


thing,” “our line 
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Whenever you want important things 
to happen—check your approach by 
auditioning your ideas with other 
V.LP.’s. An Ekotape recorder is a 
natural partner at that session. Tape 
your entire sales message including 
the random thoughts and ideas that 
are brought up by the group. Later, 
play back your auditioning, complete 
with all discussions, for final develop 
ment. Smart too, is the company who 
keeps a library of such successful sales 
talks. Other personnel will find all 
the words and phrases that made the 
original sale valuable in securing use 
ful tips on selling without disturbing 
the time of other company officials 
Auditioning your ideas with Ekotape ELECTRONICS DIVISION 
is a sound business practice. Your e 

thoroughness of presentation could 


RECORDERS 


Easy to use 
Handy to carry 


Built to last 


ELECTRIC 


WEBSTER 


mean the sale! RACINE wis 


franklin adv. Rios 
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manent customers who count it as 
one of their basic supplies. They may 
use it profitably but we, as producer, 
because of manufacturing or distribu- 
tion problems, cannot offer it on a 
profitable basis. 

“There are product developments 
which show promise, but don’t stand 
up in the real selling tests. Such 
products are easier to withdraw from 
the trade if they haven’t gone into 
the regular channels of distribution.” 

Partland adds, “Our contact with 
potential customers through New 
Product Development and Sales is 
very close. We help them develop 
product uses. We are associated with 


them in their sales planning and 
thinking. ‘Thus we are able to get an 
ntimate picture of potential since, 
necessarily, we are developing mMar- 
kets with our customers. In turn, we 
are able to gauge accurately our own 
growth potential for the product.” 


Met the Test 
Four conclusions preceded the de- 
ision to move CreZon into a perma- 


nent category of sales: 

1. The product was te hnically 
right it had been completely ‘‘de- 
bugged” and promised the requisite 


growth potential. 

». It had reached or perhaps ex- 
eeded the break-even point. 
3. It would be profitable (in 1956 


the amount of plywood overlaid with 
CreZon amounted to 40 million 
square teet). 

+. It apparently justified its own 
sales organization 

If a product falls into an estab- 
lished line (for example, a new type 
of paper bag t naturally fits into 
existing channels of sale. CreZon was 
unalyzed as a product which would 
open up a new field. Thus it was 
logical to set up a new sales organiza- 
tion for it. Where would this new 
organization fit in? Because CreZon 
would find its customers among man- 
ifacturers who convert it into other 
end products, clearly it belonged in 
the Industrial Sales Division. ‘This 
division has two sections: one for 
multiwall bags, the other for specialty 
paper, board and pulp sales. ‘The 
name of the new department of In- 
dustrial Sales Fiber Overlay Divi- 
sion suggests that CreZon is the 
first of a line of products in a new 
category. ‘The management admits 
that this may be true. 

\t present Fiber Overlay Sales 
consists of Works and two salesmen 
who have been with CreZon from its 
neeption. ‘The new department has 
the part-time assistance of a_ third 
nan (still in New Products) in cus- 
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CreZon. Al 


tome! applications o! 


though CreZon has left New Prod 
ucts and gone into the line sales or 
ganization ‘the program of n arket 
development and product utilization 
IS not arbitrarily t off at this point,” | 


We have 


com ept. 


imply 
a change in The 
is out of the developmental 


Partland explains 
mental 


product 


phase. We know we have a product 
we can live with. We know we can 
proceed now not slowly and cau 


tiously as before, but with confidence 
in its marketability.” 
Planning for CreZon from now on 


continuing development 
) le 


1th ludes: \ | 


ustomers and 
velopment ot markets for 
acturing CreZon overlaid 


a separate ad 


with present ¢ 


those Al 
ready m 


plywood. ‘lo this end 


vertising sale promotion, and met 
chandising budget has been set up tor 


the product, substantially larger than 


allocated to t 


the developmental period 


the one throughout 


Promotional activities will be geared 


o create greater demand in existing 


markets for overlaid plywood and to 
encourage new markets where demand 
does not exist in any volume. 


Adve rtising 


r media will continue to 


include building contracting and 
architectural publications. Commer 
ial sign users will be courted. Indus 
trial designers may be another prom 
ng field 
Phe onl promotional departure 
luring the Cal ahead will be the 
market testing of the retail building 
material field Practically il! the 
ompany s contacts so tal have been 
with plywood distributors. “To reach 
i 1] poten al of proc tion, how 
CVCtl the prod ict must be i ailable 
to the building material dealer. 
Selling to the retail dealer Part 
land observe in be ¢ profitabl 
but also ve expensive [his year 
we hope to ae elo; nftormation 
through market testing to tell 
whether th t pract al course.” 
Ihe Chicago area will be chosen 
tor the test because limatiec and 
ise conditio ipy to ost parts of 
the th The End 


COMING SOON 


check of who's 


T.C., 


mpany'’s de 


made a 


with the F 


We've 
in trouble listing 


the charges, the c 


fense and what affect negative 


decision can have on marketing 
Look for 
to-you article 
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A few of the national advertisers 


Wickwire-Spencer 


Alcoa 

U. S. Steel Roebling's 

J&L Babcock & Wilcox 
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THE MAGAZINE FARM FAMILIES DEPEND OW 


Planning to remodel? Enter the $10,000 
Home Improvement Contest... Detuils inside 


Enter 
: remodel? 
Planning v3 ement Cont stool 


dition | Home Impre 


= 
del? BO" oD 


‘ 
7 two * ss , Contes! 
plannins en 


yx 4;ion \ some 1 


pails inside 
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Farm Families EVERYWHERE 
what THEY want...need... 
and can’t get ANYWHERE else! 


FARM JOURNAL is one of the nation’s truly great maga- 
zines. Last year, nine great magazines averaged more than 
$1,000,000 advertising revenue per issue. A farm magazine, 


FARM JOURNAL, was among them. 


Average Revenue per issue January thru December 1956 
Source: P.1.B. 
Re 4 sia) whe ee es ' ba $2,695,184 
Better Homes & Gardens 2,505,919 
Ladies’ Home Journal 2,168,160 
Saturday Evening Post 1,670,650 
Good Housekeeping 1,633,809 
fy ee 1,442,019 
oe «kee, 3 1,321,188 
FARM JOURNAL 1,146,643 
Reader’s Digest 1,001,043 


FARM JOURNAL 


One of the nation’s truly great magazines 
More than 3,500,000 subscribing families 


Graham Patterson, Publisher Richard J. Babcock, President 


“CADILLAC” OF THE LINE, pac kage with “classic sim 


plicity and restraint in design.” Colors match the name. 


New Look 
For B&H Candies 


Packaye kred Hale pre ident of Brown & 


i ile mutacturimg ontectionet! ol ‘| coma Wa h 


r petit ( Vea 
1 he mpan edesigned entire line of boxed fan 
} late la Ca od ed the lew pa kage to th 
ile epte rye 
() expectation Y tished in grand fashion 
ep R. Paul Carter, general sales manager, “in both 
il 1 cor er acceptance, The program has pro 
aed | vertul leve or ein opening new accounts.” 
Brow X Hal distribute 1 the Il western states 
law ind Alaska. One product \lmond Roca, is dis 
tributed itionall \ll of the boxes involved in the re 
hb wer eated tor candi taple in the line for 
rie e, although Viedley of Sweet package re 
place e that was dropped earlier, and the new Fruit 
N Nut ‘ mil ( two different truit and nut assort 
rie 
re Hale With per capita candy cor 
| with the emergence ot large national 
thre try ind with a rood many pro 
| ( nall, being forced out of the market 
ve ( 7 nproved packaging 
When BX HI eyed their old packages, they saw not 
le but lack of line relationship. Ove 
thre i | k ( } | changed the stvling ot the 
| le yy vad cle cloped i itions to the point 
| he ‘ ! on both for dealer and con 
1] ’ { k it each of its boxed sweets a 
i I he yx ol ilities he 
velieve , by retail to attr t different lasses 
of om timulate impulse buying. One redesign 
ly] | eek | | il f etain 
| 1¢ i 


All packages by Walter Landor & Associates 


HARP THEME for Medley of Sweets “suggests melodious 
graceful quality, harmony, refinement.” Brown and gold, 
with salmon-pink background. Styled “for women shoppers.” 


FRUIT & NUT box was “styled to attract young people.” 
Done in chocolate and nut-brown tones combined with 


brilliant fruit colors. Old package upper left below. 


. e Naty «Nout 


PURPLE GD 


OLD PACKAGES lacked family resemblance, were “dated” 
in design Logo treatment differed from box to box. 
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PERFORMANCE 


is the one true measure of 
magazine vitality. Here's The 
Saturday Evening Posts circulation 
performance so far this year. 


ISSUE 


JAN. 5th 

JAN. 12 th 
JAN. 19 th 
JAN. 26th 


FEB.2nd 
FEB. 9th 


CIRCULATION* 


5,104,000 
5,130,000 
5,125,000 
5,147,000 
5,130,000 


BONUS 


254,000 
280,000 
275,000 
297,000 
280,000 
353,000 


5,203,000 


“Estimate by the publisher 


The Post means performance! On January 5, 1957, when The Satur- 


POST CIRCULATION iI95!1-56 


195! 3,996,000 
1952 4,220,000 
1953......4,524,000 
1I954.....4590,000 
1955.....4,702,000 
1956.....4,906,000 


day Evening Post’s new rate base of 4,850,000 went into effect, its 
circulation had already topped the 5,100,000 mark and was still rising. 
Right now the Post is delivering an undiluted bonus of over a quarter 
million copies to advertisers, issue after issue. 

But every bit as important as how much the Post has gained is 
what kind of circulation this is and how it was earned. Its steady, 
healthy growth of over 900,000 copies during the past 5 years (see 
table, right) has been achieved by increased reader interest in the 
magazine and by reader interest alone. 

The unquestioned quality of this circulation is further demonstrated 
by the Post’s overwhelming popularity at the newsstand. Here maga 
zines face the real test. There’s no hard sell. The reader pays his 
money and picks up what interests him most. It is here that the Post ap 
outsells any general weekly or biweekly magazine by a margin of 60%. 

The Saturday Evening 


POST 


America ‘buys the Post 
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And its full-rate subscriptions (81°93 of total subscriptions) are by 
far the highest in the field! 

Today, the Post is growing at a faster rate than the population of 
America. And the Post will continue this rate of growth through full 
rate subscriptions and single-copy sales in short, through its own 
natural strength as America’s best-read, best-liked general weekly 
magazine! America reads the Post! 
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lj YOUR brand IN THE SALES WORLD 
was advertised geri nay 
in 39 eities ag ye ee 


Central Division. 


The Bates Manufacturing Co... 
Stanley M. Babson to v-p, sales. 


Bendix Aviation Corp. ... 

Dan S. Tilden to director, sales 
and service; W. S. Allison to sales 
manager, Utica Division. 

Briggs Manufacturing Co. ... 

William L. Morris to general sales 
manager to v-p. 

The Brunswick-Balke-Collander Co.... 


Mowatt to sales man- 
ager, International Division. 


George L. 


Conover-Mast Publications .. . 
Joseph E. Zingale to sales promo- 
tion manager, Purchasing. 


Controls Company of America... 
Harry J. Welch to 


manager. 


advertising 


Friden Calculating Machine Co., Inc. 
William W. Porter, to director of 
international marketing. 


The General Electric Co.... 
Paul Schratter to advertising and 


promotion manager, Aircraft 
‘Turbine Department. 


Yes—some brand names were advertised in newspapers published in more 
than 39 cities today ... and some have been “skunked” all season. It pays 
the sales department and the salesman to know just how well accepted their 
brand is with dealers. And it pays the adman and the agency to know, too. 

It’s a simple matter to find out. More than 1100 firms do it with ACB 


Repor ts like these: 


sales 


Ac CeSsory 


RETAIL STORE REPORTS General Instrument Corp... . 


Provide accurate check up of 
dealer tie-in advertising covering 
your own and/or competitive ac 

counts, A widely-used service 
for determining sales policy and 
direc ting salesmen’s efforts. Re- 


ports can show lineage; cost of 
space; city; publication; sales ter- 
ritory; dealer name; product and 
price advertised; mats used; totals 
and percentages. ACB Reports 
are better than 95% accurate 


MAT ANALYSIS SERVICE 


Gives you a detailed report, plus 
tear sheets of all your mats used 
by dealers and thereby helps 


prevent mat wastage by showing 
you the type of advertising which 
is most popular with dealers. 


TEAR SHEET SERVICE 


lear sheets are the basis of all 
research in newspaper advertis- 
ing. ACB can furnish tear sheets 
containing advertising of any 
specified dealer or national ad 


vertising. ACB tear sheets are 


complete ages and show posi- 
tion, full headline information; 
Gives you competitor activity 
names of active dealers; test cam- 
paigns; current pricing policies; 
competitive claims; etc., et« 


John K. McDonough to v-p, gen- 
eral sales manager. 
Grove Laboratories, Inc... . 

Max C. Sisk to sales manager. 


The International Nickel Co., Inc. ... 
Maurice J. 


manager, 


Phillips to advertising 


Natco Corp.... 
Harry F. Toner to general man 

ager, sales. 

National Electric Products Corp... . 
L. I). Shank to general sales man 

ager. 

Revere Corporation of America... 


Raymond W. Ayres to sales man- 


ADDITIONAL 1) additional services are available. Described in ACB Catalog sent 
SERVICES: free on request, or contact nearest ACB office 


AG 
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ager. 
The Standard Products Co. ... 


John R. Finn to general sales man 


“7he Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave. * Chicago (3) 18 S. Michigan Ave. + Columbus (15) 
20 South Third St. * Memphis (3) 161. Jeflerson Ave. + Sam Francisco (5) 51 First St. 


ager. 
Tru-Vue Co.... 


Thomas R. Colcott to sales man 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER ager. 


DONALD C. POWER 


General Telephone shows gain of 
140% in Payroll Savings Plan 


“The qualities of thrift and good management are just 
as important to the individual worker as they are to the 
man who operates a business, Setting aside a little of 
what you earn today for emergencies or future plans is 
sound polic y tor everyone 

“That's why I am so enthusiastic about the way our 
General Telephone System employees have been pur- 
chasing U.S. Savings Bonds by the Payroll Savings 
Plan. In a recent person-to-person Canvass which put 
Payroll Savings Application Blanks in the hands of our 
employees enrollment in our Payroll Savings Plan in 
creased trom 5,835 to 14,156—a gain of 140%. 


“It is fortunate that the world’s safest investment ben 
fits both the buyer and the United States Government 


that serves and protects him.” 


DONALD C. POWER, President 


General Telephone System 


Encouraging your employees to join your Payroll Sav- 
Wivs Plan IS good busine SS for you the m and your 
country. Your State Director will gladly he Ip you install 
a Payro!] Savings Plan or revitalize a present one. Phone 
or write the Savings Bonds Division, U.S. Trea ury 
Department, Washington 25, D. C, : 


The United States Government does not pay for this advertising. The Treasury Department 


thanks, for their patriotic donation, the Advertising Council and 
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Stockholders’ Meetings 


(continued from page 31) 
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Although new-born to the world of 
public stockholder meetings last year, 
kord Motor Co. is already expe 
riencing its share of floor wrangles. 
Myrtle Dunston Gilbert (no rela 
tion) and Isadore Blau have the right 
1956 fight this year 


to terminate an unlimited $21 Ford 


to renew their 
issue available for management op 
tions while others must pay 
market prices in the fifties. Although 


only 606% of 


going 


voting power accrues to 
stock, Blau has the 


backing of almost 4% of these shares 


Ford's public 


in his fight to have management “buy 
lor investment, not capital gains.” 
For this same reason, on July 31, 
Lewis Gilbert will urge insertion of 
a three-year holding requirement in 
the executive stock option plan ot 
Rand Corp. Although this 
move was deteated last year Chairman 


Douglas MacArthur publicly bowed 
out of the plan and the small share 


perry 


holders are requesting similar action 
by James Henry Rand, president and 
founder, in 1926, of Remington Rand 


Inc., merged with Sperry in 1955. 

At the 1956 General Electric Co. 
meeting small shareholder Louis A. 
Brusati was allowed only a few min- 
utes by Chairman Philip Reed in 
which to question G-E’s option pro- 
He pointed out that Ralph 
Jarron Cordiner, president, had dis- 
posed of more than 1,000 shares in 
a year by gifts and sale. The chair- 
man’s reply that this was none of 
Brusati’s business was greeted by “the 
applause of the management wor- 
shippers,’ Gilbert remarks. 

‘The independent investors intend 
to press their option cause at G-E 
April 24 and through their annual 
report and other public utterances 
they hope to influence numerous other 
important firms such as Armco Steel 
Corp. Here they have noticed that 
Ralph L. Gray, executive vice-presi- 
dent and director, exercised his option 
to acquire stock worth $672,000 at 
market price for a mere $268,625. 

Although Gilbert invariably rejects 
offers of directorships, his influence 
on boards is by no means small. As 
recently as the January 26 meeting of 
Irving ‘Trust Co. he called for the 
resignation of William N. Anstrom 
as chairman. Anstrom resigned with- 
in 24 hours. At 68 the official was 


cedure, 


"This is the size we use in the Growing Greensboro Market!" 
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than others. 


circulation. 


influence’ in 


Greensboro 
: News ana Re Ord 


GREENSBORO, NORTH CAROLINA 


All giant peas are equal, only some are more equal 
The same is true of markets, and the 
12-county ABC Greensboro Retail Trading Area is 
even more so. Twenty percent of the entire state’s 
retail sales (over $3 billion annually) takes place in 
the Growing Greensboro market. 

Saturating the area, the News and Record reaches 
over 400,000 readers daily, with more than 100,000 


Need a market can-opener? Use the News-Record. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
over half of North Carolina! 
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Represented by Jann & Kelley, Inc. 
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ARE YOU RIDING THE UPTREND 
IN THIS YEAR'S HOUSE MARKET? 


Don’t let talk of a possible decline in TOTAL housing starts this year obscure the fact that there is 


more than one trend in today’s house market. 


Most current pessimism about the house market results from a tightening credit situation in which 


funds needed for financing new houses have been increasingly hard to get on FHA and VA terms, 
The VA rate is now 442%; the FHA rate recently has been increased to 5%. These rates must be 
increased, many people believe, if banks are to be persuaded to finance the volume of housing wanted 


by lower income families. 


However—a decline in the volume of VA- and FHA-financed housing does not mean a 
decline in quality housing which is financed primarily by conventional mortgages, the bulk 
of which are in the 542% to 6% range. 

In fact—the conventionally financed house market, which includes the quality house market, has 
been increasing both relative to the market as a whole and in absolute numbers. - 

Here are government statistics on total new privately financed nonfarm housing starts classified by 
type of financing: 


In the 4th quarter... 


1955 1956 
MER. oA nese 4 ao See oo 2 266,700 234,400 down 32,300 
VA- and FHA-financed . . . ... =. 136,900 95,800 down 41,100 
Conventionally financed .... . 129,800 138,600 UP 8,800 


In January... 


1956 _ 1957 
Total starts. . 73,700 62,200 down 11,500 
VA- and FHA-financed 36,000 19,800 down 16,200 
Conventionally financed .... . 37,700 42,400 UP 4,700 


In 1955. 49% of total starts were conventionally financed; in 1956, 58% and in January 1957, 68%. 


Thus the credit squeeze is primarily on VA- and FHA-financed minimum houses—not on higher 
priced conventionally financed houses which are increasingly important in terms of the total market. 
This suggests that 1957 is a good year to cultivate the quality house market. And that, of course. 
means cultivating architects. 

You will reach the largest architect audience —responsible for planning the largest number of architect- 


designed houses—in Architectural Record’s regular issues and in Architectural Record’s bonus 


all-house issue, “Record Houses of 1957”, to be published in mid-May. 


kxtra copies of this advertisement are available from: 


ft Architectural Record 


“workbook of the active architect and engineer 
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119 West 40th Street, New York 18, N. Y. « OXford 5-3000 


"Immediate response 
PLUS 
long life," says... 


_evenanssssctt ttt 


Lewis V. Aronson (Voundar) sive 


Ronson Cor poratic «3 ton Street * Ne ’ Ne oreey* ecutive d Sales Offices 
tion i Pulte ' werk 2, New Jersey Baecut and Se ff 
‘ P ‘oe 


Mr. Edward M. Pratt January 22, 1957 
The Wall Street Journal 

44 Broad Street 

New York 4, New York 


Dear Mr. Pratt 


At one time, | thought newspapers had a relatively short 
life. However, a coupon clipped from one of our ony 
gift advertisements that ran in The Wall Street Journal in : 
1956 was just mailed in to us last month request 


February, 
ing our representative to call. 


Of course, this delayed reaction is not typical, as in most 
cases our advertisements in your paper result in a 
calls the day of insertion as well as an immediate — - 
stantial coupon response. | am happy to report that the _ 
panies responding represent a diversified and highly rate 
cross-section of American industry. 


Cordially yours, 


RONSON CORPORATION 
/ 


Prornaict Morton 


BD:jo 
Bernard Dwortzan 
. Advertising Manager 
lds reatest’ Lighter Worlds Greatest’ Shaver 
spoons ~* Delaware Waser Gap, Pa The Ronson Electric Shaver ( or poration Stamford, Conn 
ce . lid Henson Products Lid. London, England 
Ronson 4 uw vt ‘ de ? 


JOURNAL IDEAL FOR QUICK AND LONG PULL 


Many an advertiser has learned that The Wall Street Journal 
is unique. Can a daily publication pull over a long period? The 
Journal can and does. Can a national publication bring over- 
night inquiries? The Journal can and does. Can one publication 
sell just about everything? The Journal can and does. Reason: 
The Wall Street Journal brings you business! 


Circulation: 438,160 


THE WALL STREET JOURNAL | 


-— 


NEW YORK, 44 Broad St and WASHINGTON, 1015 14th St. NW. CHICAGO. 711 W Monroe St. 
DALLAS. 911 Young St. © SAN FRANCISCO, 415 Bush St 


observed by all other employes, Gil- 
bert noted. But he has not yet had 
the last word. Anstrom has since 
reappeared on the pay roll as finance 
committee chairman. 

The militant small shareholders’ 
interest in directors centers on whether 
they are young enough to be active, 
the need for at least one outsider on 
every board, and that directors be 
stockholders. Instead of a stagger 
system in which only certain directors 
come up for reelection each year, the 
independents want annual elections 
for all seats with “cumulative voting,” 
whereby a shareholder can throw all 
his votes to one or two men if he 
desires. In addition, the Federation 
of Women Shareholders stresses that 
women comprise 51.6% of the nation’s 
8,630,000 shareholders. With suc- 
cesses at New York Central and 
Montgomery Ward & Co. to their 
credit, they stump for female board 
representation throughout industry. 
President Soss has even reminded 
Greenewalt publicly that his mother 
was a suffragette but he refuses to 
have a woman director at du Pont. 


Management Should Own Stock 


High on what Gilbert declares 
to be “inadequate boards” by virtue 
ot non-stockholder members, are 
Waltham Watch Co. with seven out 
of eight in this category, and Trans 
World Airlines, Inc., with 10 non 
owners out of 19. Among officers 
singled out to be pressured Into buy 
ing their first shares in their own 
firms are Duncan Cameron Menzies 
president, Servel Inc., Peter Olal 
Peterson, president, Mack Trucks, 
Inc., and Bernard Relin, director and 
public relations specialist, Lionel! 
Corp. 

In his speeches and writings Gil 
bert even occasionally shakes his fist 
at International Nickel Co., across 
the Canadian border, where ~ Lord 
McGowan, chairman, and Sir Otto 
E. Niemeyer, president, hold one and 
two shares, respectively. Through 
airing issues involved at meetings he 
has no time to attend. Gilbert has 
often in the past incited floor action 
by on-the-spot sympathizers. 

\ new enthusiasm of Gilbert's 


1s 


Glidden Co. whose annual meeting 
he will attend Dec. 13, 1957. He has 
high praise for the annual report 
which reveals Glidden’s conformity to 
many of the small shareholder move 
ment’s planks. Nevertheless, he will 
take the floor to call for inclusion of 


an outside director on the board. One 
of his favorite authorities for this 
practice is Cleo Craig, chairman 


American ‘Telephone & ‘Telegraph 
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three years over the retirement age 


os ett ob om 


‘ 


Co., who holds that “it would be 
a great loss to forego advice and as- 
sistance from successful people in dif- 
ferent lines of business.” 

On April 18 the Gilbert-Soss group 
will be keeping a close eye on direc- 
tors at the AT&T meeting. Last year 
Lewis Gilbert rose to point out that 
several senior board members had 
fallen asleep. Led by William Came- 
ron Forbes, 86, and Myron Taylor, 
82, the AT&T board includes seven 
men over 70, eight in their sixties and 
only two in their fifties. At Gilbert's 
insistence voluntary retirement has 
been called for by the management 
but 1960 is the earliest date at which 
the company expects to achieve an 
announced age limit of 72. 

Gilbert also intends to agitate for 
listing of directors’ fees on AT&T's 
proxy statements, a move adopted this 
year by Radio Corporation of Amer- 
ica. He hopes revision of the Securi- 
ties and Exchange Commission rules 
will eventually require the practice at 
all publicly held corporations. In his 
annual report Gilbert commends Les- 
lie Gould of the New York Journal- 
American for Stating that ‘‘too many 
corporations have directors who serve 
as window dressing.” 

Another would-be innovator at 
AT&T's meetings is Judge Jonah 
Goldstein who wants a stock vote to 
force the directors to split shares and 
bring the price back to popular trad- 
ing levels. Gilbert considers this im 
portant, 


Insurgents Forget Promises 


His attitude toward insurgents 18 
not noticeably different from his views 
on settled managements. On April 1] 
Gilbert plans to remind Louis E. 
Wolfson, chairman, Merritt, Chap 
man & Scott Corp., that the cumula- 
tive voting rights he won at Mont 
gomery Ward have not been extended 
to MC&S owners and to Continental 
Enterprises, Inc. one-third held by 
the Wolfson family. 

William C. Stolk, president, Amer 
ican Can Co., will have Continental 
Can Co., Inc., held up to him as an 
example at his April 26 meeting. Gil 
bert plans to point out that General 
Clay, Continental’s chairman, is pro 
posing that stockholders substitute 
annual election of the whole board 
for the present stagger system in 
which three “classes” of five are 
voted on in successive years. The 
small shareholder spokesman counts 
on the comparison showing Stolk “the 
light.” 

Mrs. Soss or the Gilbert brothers 
will also carry their fight against the 
stagger system to a long list of meet- 
ings including: The Pennsylvania 
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Railroad, May 18; United States 
Steel Corp., May 7; Bethlehem and 
Sinclair Oil. 

Still another “‘terrible situation” is 
in the matter of proxies. The quoted 
words are J. Sinclair Armstrong's, 
Securities and Exchange Commission 
chairman, but they accurately reflect 
much small shareholder sentiment. 
SEC studies show that 73% of com 
panies whose shares are not listed by 
an exchange do not report directors’ 
names to stockholders. Some 52% 
have no space on their proxy torms 
for owners to vote “yes” or “no” on 
management proposals. Annual re 
ports are not sent out prior to the 
annual meeting by 23%. 


SEC Not Perfect Either 


“Through a weakness in the Se 
curities Exchange Act, the SIC can- 
not force the issuing of proxies even 
by firms listed on an exchange, and 
has no control over situations where 
a proxy vote is not solicited,” Gadfly 
Gilbert observes. Several of the score 
of major companies in this category 
have been annual recipients of his 
complaints. This year the pressure of 
covering much of the meeting “‘water- 
front” from March to May will prob 
ably force Gilbert to grant a breather 
to some firms he considers “offenders” 
such as Baker Industries (formerly 
Pyrene), Ogden Corp., and List In 
dustries (formerly RKO). 

He will be interested to see whether 
any owner who can attend will take 
up the cudgels at these companies ot 
at meetings of non-proxy issuers he is 
rarely if ever able to attend, suc h as 
Johnson & Johnson Mei r & rank 
Co., Richfield Oil Corporation of 
N. Y., and Wilson Bros. 

A major lack in many firms’ annual 
reports is their failure to give the 
previous year’s sales, profit and divi 
dend figures for comparison purposes, 
complains Gilbert. Among the many 
disappointments his cause sustains in 
this connection appear suc h famous 
names as A, C. Gilbert Co. (no rela 
tion), Libbey-Owens-Ford Glass Co., 
Life Savers Corp., and Republic Pi: 
tures Corp. 

Next August 21 Charles Bell, pres 
ident, General Mills, Inc., 
uled to be reminded of his continued 
reluctance to break down his corpo 


is sched 


ration’s consolidated earnings by divi 
sions to show if any lagging opera- 
tions are swallowing others’ profits. 

This will be the first meeting sea 
son in 17 years that the forces of 
reform have not had a major auditing 
scandal to get their teeth into. But 
at General Motors, du Pont, Ameri 
can Tobacco, Union Carbide & Car- 
bon Corp. and numerous other meet- 


WHEN IS A LEAD 


NOT A LEAD? 


Many an inquiry has no more fu- 
ture than a china egg. The pay-off 
is in conversion to sales. When you 
advertise in The Wall Street Journal, 
you'll get inquiries that have life to 
them, because they come from the 
most active, doing-est, buying-est au- 
dience ever assembled by one daily 


publication. 


No matter what your industry is, 
chances are Wall Street Journal read- 
ers use more of those products than 
anybody else. They’re with the com- 
panies that make construction news, 
set the pace for new processes, plo- 
neer with new systems, trailblaze 
with new procedures, And when they 
read your ad, it can be the prelude to 


the biggest sale you've ever made 


Oddly enough, despite the better 
calibre of Journal inquiries, The 
Journal usually produces more of 
them, too. More than one testimonial 
has come from a Journal advertiser 
whose records show that The Journal 
wasn't only low in cost per inquiry 

but actually produced more in- 
quiries .. . and to top it off, produced 


more conversions, 


Sound like what you're looking 
for? Why not cheek into all The 
Journal advantages? Call, write 
or visita Journal advertising sales 


office. (See opposite page). 


ings Grilbert will continue his fight to 
have auditors elected by shareholders 
respon * to them, and present at 
meetings to answer questions, 


In ordes 


ent judgment of shareholders who are 


to preserve the independ 


employed or do business with a com 
pan \VIrs 


ror ecret prox 


} mre 
machiner 


508s points to the necessity 
ballots. Klectoral 
in corporations is 100 years 
behind its political counterpart, 
Words like “top Harvester fellows 
- is mean as possible,”’ have flown 
at meetings like that of International 
Harvest Co. on such a_ pleasant 
Westinghouse 
elects Corp. claims some kind of 


ication 


record for having more than 29,000 
employe shareholders. Annual meet- 
ings held in the evening may be the 
eventual outcome of this trend. 
Gilbert is currently giving more 
attention to where meetings are held 
than when. Sperry Rand Corp. will 
transfer its meeting from Wilming 
ton to New York City this July 31 
as the result of a promise extracted 
Douglas MacArthur, 
chairman, by Lewis Gilbert. Pepsi 
Cola Co., May 2, Bethlehem Steel, 
Webb & Knapp, Inc., July 28, and 
Southern 


from Gen. 


inaccessibility of Wilmington, Del. 


Pacific, May 9, may be 
scenes of floor fights regarding the 


Other Gilbert planks are regional 
gatherings following up annual meet- 
ings and closed-circuit televising of 
major firms’ meetings to theaters in 
important cities. Mrs. Soss is at a 
loss to understand AT&T’s resistance 
to this because telephone lines would 
be used and by setting the pace AT&T 
might initiate a trend whereby other 
firms’ televised meetings would add 
materially to its revenue. 

This suggests that in no time the 
corporate consciences may be battling 
for two-way televising so that from 
across the continent someone can 
catch the chairman’s eye and ask a 
question. The End 


YOU CANT HIDE THE FACT THAT 


Prbizons IS AN ria MARKET 
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Phoen ix AY ONO 


A billion dollar market, this Arizona! And it's growing at a rate unequalled by any other 
area. Since World War Il, Arizona has had undisputed rank as the nation's fastest growing state 
(65%) and has led the other 47 states in percentage growth of income, bank deposits, manufac- 
turing output, mineral production and value of farm products 


No other medium can approach The Phoenix Republic and Gazette in breadth of cover- 
age and depth of influence on Arizona's million people and their billion dollar budget 
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Use them for fast, Glddomdlic territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office 

More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


MARKET STATISTICS, 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details 

For further information on how to use the Sur- 
vey of Buying Power on IBM cards, write or 
phone Dr Jay M. Gould, MARKET STATIS- 
TICS, INC. 432 Fourth Avenue, New York 16, 
N Y (Telephone Mu. 4-3559). 


INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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Retail Sales in March Levelling Off 


By DR. J. M. GOULD, 


Research Director 


Sales Management's Survey of Buying Power 


Retail sales in March will prob 
ably exceed March, 1956 by no more 
than one percent in terms of dollar 
volume, which again points to a pos 
sible decline in unit volume. How 
ever, it cannot be yet stated that the 
retailing boom is over, and that a 
decline has definitely set in, because 
the over-all trend is still heavily de 
pendent on automotive sales which has 


yet to reach its peak selling season. 
In January, for instance, which was 
the first month in a full year that 
automotive sales climbed back into 
the plus column, with respect to per- 
cent change over same month of the 
preceding year, the fact that auto- 
motive sales were up by ten percent 
underlay the healthy 7.6 percent gain 
in total sales for the month. 


At least half of the current increase 
in volume is due to price rise, and 
retail sales gains are definitely lagging 
behind disposable income. ‘These are 
facts which offer some concern to re- 
tailing observers. Retail sales in 
March may also be somewhat de- 
pressed in relation to last year be- 
cause of a later Easter shopping sea 


son. 


Retail Sales Box Score 


Food 

Eating & Drinking Places 
General Merchandise 
Apparel 

Furniture & Appliances 
Lumber, Building, Hardware 
Automotive 

Gasoline Service Stations 
Drug & Proprietary 


* Total Sales 


Revised 
12-Month Totals 
$ Millions 
1956 1955 
45,965 43,638 
14,318 13,663 
20,760 20,103 
11,611 10,790 
10,666 10,055 
13,769 13,839 
36,121 38,226 
13,738 12,412 
5,775 5,233 


191,470 185,484 


*Includes data for kinds of businesses not shown in above nine categories. 


January 
% $ Millions 


Change 1957 1956 


5.3 3,794 3,517 
48 1,085 1,084 
3.3 1,321 1,278 
7.6 813 721 
6.1 821 761 
0.5 850 835 
5.5 3,019 2,744 


10.7 1,143 1,013 
+-10.4 488 459 


3.2 14,913 13,866 
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There are several components of re- San Diego, Cal. The second figure, “City Index, 1957 


tailing, namely, the “soft goods” lines Appleton, Wis. vs. 1956" is similar to the first except 
that are enjoying true boom condi- San Jose, Cal. that last year is the base year. For short 
tions; food stores, apparel, gasoline Galveston, ‘Texas term studies it is more heap than mt 
and drugs, with monthly gains con- Portland, Ore. . first, and the two together give a w« 
sistently ave i . rounded picture of how the city has 
y averaging over six percent Sacramento, Cal. . 1} 
signific: thy re the , Ty , grown since the last Census year and how 
ignificantly more than can be attri- Irenton, N. J. £4 business is today as compared with last 
buted to price gain. ‘These gains are Orlando, Fla. he year 

in line with disposable income, which Santa Barbara, Cal. 


has been gaining at the rate of six Savannah. Ga. Che third column “City-National In 


percent over last year. Miami, Fla. dex, 1957 ve. 1956,” relates the city’s 
* . changes to the total probable national 

* * Oakland, Cal. 
. - > . change for the same period. A city may 
Once again we offer our annual re Phoenix, Ariz. have this month a sizable gain over the 
view of the accuracy of our national Lawrence, Mass. same month last year, but the rate of 


forecasts of monthly retail sales Fort Lauderdale, Fla. gain may be less—or more than that of 


change. Thus, we present a box be Tampa, Fla. the nation. All figures in this column 
above 100 indicate cities where the change 


1 p F : 
iow comparing our forecasts with the - | , “ey 
actual results released by the De- ~ gp at oe vle a. : sey ma the ” 
; : ie ity ationa 1e s ae ) 

partment of Commerce some six weeks elder’ de laden Genes of Ge Gr bs 

afte icati . & ‘ ( 

1 r public ation of the Sates Man- Sales Management's Research Depart- that of the nation 

AGEMENT forecast. As in the past, the cane: Vite te alk oi Uiaer Gaaiin 


margin of error is seen to be small Inc., maintains running charts on the busi The Dollar Figure, “$ Millions,” gives 


the total amount of retail sales for the 
projected month, Like all estimates of 
what is likely to happen in the future, both 
the dollar figure and the resultant index 


enough to warrant use of our esti- ness progress of 302 of the leading mar 


mates for most marketing needs, being 
of the order of two percent. In this 


ket centers of this country and Canada 


Monthly data which are used in the 


y ‘ ‘ best, be nly good ap 
measuring include bank debits, sales tax hgures can, at 9 n ™ =” I 


connection perhaps we may be per 
mitted to record the fact that recent . 

all te | ne : . collections, Department of Commerce sur 
final releases of the 1954 Census of : 

Busi } , : veys of independent store sales, Federal 
>USINESS = the _national retail sales Reserve Bank reports on department store 
total in 1954 at $170.0 billion, which sales 

is precisely the figure published in the 

May 10, 1955 DALES MAN AGEMENT The retail sales estimates presented | 
Survey ‘RB P } ith Ihe index and dollar figures, studies 
Survey of buying Power nearly two rerewith cover the expected dollar figure together will provide valuable informa 


for all retail activity as defined by the on on both rate of growth and actual 


Burea f the Census. The rures are ‘ 
uo ie ns he figures ¢ i ia alee ameiieal 


proximations, sine they are necessarily 
projections ‘of existing trends Allowance 
is made in the dollar estimates for the 
expected seasonal trend, and cyclical 


movement 


years ago! This is an even better 
forecasting performance than that 
achieved in 1948 when the Census , 
figure differed from the Survey figure estimates of retail sales as published in These exclusive estimates are fully 
5 SM’'s Survey of Buying Power ca rht. They must not 
by less than one hundredth of one ae Pl spre. 
reproduced in printed form, in whole or 


directly comparable with similar annual 


vercent. 

I ‘ n Three Index Figures Are Given in part, without written permission from 
Among states expected to report the first being “City Index, 1957 vs SALES MANAGEMENT, IN¢ 

better-than-average performance for 1948.” This figure ties back directly to the 

this March as compared with last official 1948 Census and is valuable for Suggested Uses for These Data include 


March are: gauging the long-term change in market (a) special advertising and promotion 
for your 


New Mexico It is expressed as a ratio. A figure of drives in spot cities (b) a guide 
400.0, for.example, means that total retail branch and district managers 


Arizona 
California Oregon 


{ revis 


Florida Utah sales in the city for the month will show ing sales quotas, (d) checking actual pr 

: ' a gain of 300% over the same 1948 formances against potentials, (e) basis of 
. | he leading cities, those with a month. In Canada the year of comparison lestere for otianulation salesmen and for 
City-National Index well above aver- is 1951, the most recent year of official stalling their alibis, (f) determining 
sales Census results where drives should be localized 
%& Cities marked with a star are 
ferred-Cities-of-the-Month, with a 


of sales compared with the same month 


How Good Are Sales Management's Retail Trade Forecasts? ony wha cals wb eneene Ge a 


Sales Management % Change from tional change 

i — 2 occ Mee 
° 

January 13,943 13808 ae ai ry —_ RETAIL SALES FORECAST 
February 13,655 13,686 10.2 17.2 (S.M. Forecast for March, 1957) 
March 15,586 15,864 1.8 7.9 a 
April 15,310 15,029 1.8 3.8 City City Nat'l 
May 16,087 16,257 1.1 5.1 index index Index 5 
June 16,206 16,724 3.2 63 1957 1957 1957 (Million) 
July 15,398 15,526 108 0.8 vs vs . vs March 
August 16,091 16,335 118 4.6 1948 1956 1956 1957 
September 16,064 15,730 2.1 1.1 
October 16,299 16,281 0.1 2.9 UNITED STATES 


November 16,531 16,641 t.0.7 4.7 148.4 101.0 100.0 16,023.00 
December 20,177 19,531 3.2 1.4 


Alabama 


Birmingham 


Monthly Average 15,946 15,959 0.1 3.3 


MARCH I, 1957 


THIS Is Eastern Connecticut 


$4,113 Sales 
Per Family 


Family for family, Eastern Con 
necticut i a most responsive 
market 

49,000 families dig deeper into 
their pocketbook than the av 
erage U famil a rate of 
spending that lifts total sales in 


this area $26,000,000 above av 


erage volume 


The thin, 


outside new 


spotty coverage of 


papers can’t begin 
to match the 


of the 


necticut 


broad, solid impact 


sulletin on Eastern Con 
familie 


habit 


$201,553,000 


buying 


Norwich Bulletin 
and Norwich Sunday Record 
NORWICH, CONN. 


Bulletin 
24,038 Daily 


Sunday Record 
20,403 


Represented by 


The Julius Mathews Special Agency, Inc 


YOU ALWAYS GET MORE IN 


MIDDLETOWN 


ONLY market in the Northeast 
(including New York and New 
Jersey) to be raised to MET- 
ROPOITAN status in 1956* 


. 
NATIONALLY OUTSTANDING 
POTENTIAL 
Outranks 217 Metro Areas in 


$6,241 


f amily Income 
. 


NATIONALLY OUTSTANDING 
SALES PERFORMANCE 


Outranks 215 Areas in Sales 
$4,407 


{$589 above average) 


Per Family 


No combination of outside newspapers 


comes anywhere near equaling the 
PRESS coverage of Metropolitan 
Middletown 

1956 Survey of Buying Power 


THE MIDDLETOWN PRESS 


, MIDDLETOWN, 


104 


HIGH SPOT CITIES 
RETAIL SALES FORECAST « 


See the Survey of 

Buying Power for 

full population, sales 

and income data 

on these cities. 
FOR MARCH, 195T 


RETAIL SALES FORECAST 


S.M. Forecast for March, 1957) 
City 
City City Nat'l 
Index index Index $ 
1957 1957 1957 (Million) 
vs vs vs March 
1948 1956 1956 ] 
Alabama (Cont.) 
w Florence Sheffield 
Tuscumbia 143.5 107.0 105.9 { 
Gadsden 127.2 5.1 14.2 42 
tw Mobile 1716 1064 105.3 
Montgomery 164.8 96.7 7.7 14.09 
Arizona 
te Phoenix 19%.0 110.5 109.4 1 
tw Tucson 212.3 1046 103.6 18.77 
Arkansas 
Fort Smith 143.4 16.9 5.9 ) 
Little Rock 145.8 7.1 46.1 20.19 
California 
w Bakersfield 185.4 107.0 105.9 17.39 
Ww Berkeley 154.7 1055 1045 13.15 
% Fresno 169.5 106.6 105.5 26.05 
tw Lony Beach 191.3 107.2 106.1 48.85 
Los Angeles 156.9 18.3 97.3 305.69 
tw Oakland 1396 111.0 109.9 63.04 
Pasadena 142.9 100.3 99.3 22.46 
te Riverside 213.3 1085 107.4 11.28 
w% Sacramento 211.1 114.0 112.9 41.37 
San Bernardino 168.1 94.9 94.0 3.77 
tw San Diego e 212.1 119.5 118.3 64.4( 
w San Francisc 123.6 103.0 102.0 105.5 
& San Jose 241.8 1173 116.1 29.57 
w® Santa Ana 246.1 101.7 100.7 14.13 
w® Santa Barbara 150.2 112.4 111.3 1.03 
& Stockton 154.7 108.6 107.5 16.83 
Ventura 106.8 93.5 12.6 5.02 
Colorado 
Colorado Springs 257.2 94.6 13.7 12.24 
Denver 157.2 100.6 99.6 66.21 
w& Pueble 1720 102.0 101.0 
Connecticut 
w Bridgeport 130.1 101.5 100.5 22.28 
w® Hartford 148.1 105.9 1049 32 % 
Meriden 
Wallingford 156.4 100.6 99.6 7.56 
% Middletown 146.5 102.6 101.6 4.04 
New Haven 146.4 100.8 99.8 24.74 
% New London 166.6 105.5 104.5 50 


Apparel Sales 


area 


Stylish Second 


Yes . . . New London 
Z average apparel sales per 
family rank second among 
all Connecticut cities of 


25,000 population or over 


(SM ‘56 Survey) . a , 
i, stylish figure of $584. per Z 
family y 


Put sales like these in 
your pocket with THE DAY's 


997%, coverage of this 66 Z 
980 ABC City Zone Z 
ideally isolated. Z 
Z NEW LONDON, CONNECTICUT Z 
Z National Representatives Z 
7 GILMAN, NICOLL & RUTHMAN Bf 7 
4 4 
Y ed ddllldiliadddlliiisddds vibes 


MERIDEN- WALLINGFORD 


CONNECTICUT'S 
BULL’S-EYE MARKET 


Bull's-Eye on 
Food Sales of 
$20,720,000"! 


That's your score in the 


rich Meriden & Wallingford 
market. It's 97°/, covered 
by THE RECORD & JOUR- 
NAL. . . not covered (please 


note!) by Hartford or New 
Haven newspapers. Get full 
market facts now. 


*SM '56 Survey 


The ‘Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 
National Representatives: 
Gilman, Nicoll & Ruthman 
SSE, RRC ENTRAR RS SS RRR 


SALES MANAGEMENT 


HIGH SPOT CITIES 
RETAIL SALES FORECAST ° i 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities, 


RETAIL SALES FORECAST 


S.M. Forecast for March, 1957) 
City 
City City Nat'l 
Index Index index $ 
1957 19 1957 ( Million) 
vs vs vs March 
1948 1956 195¢ 1957 
Connecticut (Cont.) 
Norwich 169.4 100.¢ 99. 4.88 
Stamford 192.4 9.4 we. 4 12.87 
Waterbury 153.1 19.7 18.7 13.86 
Delaware 
Wilmington 142.6 10 19.3 21.8¢ 
District of Columbia 
Washington 114.3 94.2 13.3 105.19 


Take a Good Look at Stamford — 


THE MARKET 
OF TOMORROW 


Fast-growing Stamford’s gen- 
sales 


above 


merchandise 
63% 


eral 
$19,980,000 


average, 


are 


Start selling the Connecticut 
market of 
get your share of Stamford’s 
$136.632.000 today, a 
volume tomorrow 

Advocate, with 
unmatched coverage of 


tomorrow now 


sales 
vreater 
through the 
97% 


Stamford homes. 


Stamford Advocate 
STAMFORD, CONN. 


Represented by 
The Julius Mathews Special Agency, Inc. 


MARCH | 1957 


RETAIL SALES FORECAST 


(S.M. Forecast for 


City 
index 
1957 

vs 


1948 


Florida 


w Fort Lauderdale 365.3 
Jacksonville 151.8 
*® Miami 225.6 
® Orlando 272.9 
w% Pensacola 250.1 
we St. Petersburg . 248.1 
te Tampa 254. 
Georgia 
® Albany 189.1 
Atlanta 165.¢ 
Augusta 169.5 
Columbu 149 ( 
Macon 160.0 
w Savannah 174.0 
Hawaii 
® Honolulu 138.4 
idaho 
w® Boise 156.6 
Ilinois 
Bloomington 120.¢ 
w Champaign 
Urbana 135.4 
Chicago 126.0 
w® Danville 136.5 
Decatur 154.5 


w East St. Louis 164.5 
& Moline-Rock Island 
E. Moline 133.5 
Peoria 132.2 
w& Rockford 166.2 
Springfield 136.4 
Indiana 
Evansville 35.2 
Fort Wayne 140.4 
Gary 151.7 
Indianapolis 147.6 
Lafayette 125.4 
Muncie 143.0 
South Bend 117.6 
Terre Haute 114.1 
lowa 
Cedar Rapids 144.7 
w& Davenport 134.0 
Des Moines 129.3 
Dubuque 109.0 
Sioux City 117.2 
Waterloo 125.4 


March 


City 
Index 
1957 
vs 


1956 


Co 


109.0 


109.4 


103.2 


104 


1957 
City 
Nat'l 
Index 
1957 
vs 


195¢ 


103.¢ 


$ 
(Million) 
March 


1957 


RETAIL SALES FORECAST 


S.M. Forecast for March, 195 
City 
City City Natl 
index Index tindex 
195 1957 19 
vs vs vs 
1948 1956 195 
Kansas 
Hutchinson 116.1 1.5 , 
Ka Cit 139.6 6.4 5.4 
Topeka 162.8 ) n 
Wichita 185.3 17.4 %.4 
Kentucky 
Lexington 127.2 98.3 
Louisville 148.6 97.3 " 
Paducal 14] 7.2 " 
Louisiana 
w Baton Rouge 205.0 104.3 If 
tw Lake Charles 228.1 10 10] 
w® Monroe West 
Monroe 166.6 102.9 101 
w New Orleans 157.7 1041 103.1 
hreveport 150 95.6 4 


Selling Food or Beverage? 


Here's an 


$8,000,000 
BONUS 


the rich Norwalk 
spend $39,556,000 in 
with $8,136,000 in 


Families in market 


food stores for 
+ off eating and 


drink ng plac es 
How 


million bonus 


that $8 


Getting your share? Are you getting 


about 


the people who spend it to speak up 
for your brand of food or beverage 
favorite out place 


their eating 


restaurant, bar, luncheonette? $8 mi! 


lion represents ” lot of brand le yaity 


Increase the vote for your brand by 


miles ahead 


advertising in the Hour 


f any incoming paper in coverage 


this market and readership 


he, Nava Hou 


96% Coverage of A.B.C, 
City Zone (60,425) 
57% Coverage of 
The Trading Area 
Represented by 
The Julius Mathews Special Agency, /nc 


wr 


HIGH SPOT CITIES 


RETAIL SALES FORECAST ¢ 
THE STATE-SIZE reap 


Sal stpeloton sales ye 
PORTLAND, MAINE Seon 
RETAIL SALES FORECAST 


FOR MARCH, 1957 @ 
MARKET 
OVER %4-OF-A-BILLION DOLLARS nani 


City City Nat'l. 


Index index index $ 


OF BUYING POWER 1957 1957 1957 (Million) 


vs. vs. vs. March 
. 1948 1956 1956 1957 
Portland’s nine-county sales area offers advertisers a bigger 
target than some states. You just can’t miss... 


Maine 
For one thing, the market has more income per family—is %& Bangor 148.7 103.0 102.0 6.47 
in a better position to buy, to respond to advertising—than Lewiston-Auburn 1258 97.2 96.2 6.89 
, Portland 14.7 90 
24 states. For another, it actually does respond better than aan ° 6419 
most states—tops 25 of them in family spending. 
—s ae 8 Maryland 
And last, but certainly not Baltimore 134.4 965 955 113.26 
ane Cumberla 
least, it’s covered by the re- wy Compertand 124.3 102.3 101.3 5.54 
: ; te Hagerstown 171.9 103.2 102.2 6.79 
sult-famous Portland News- 
anavn a factor which has 
papers ...a factor which pe Massachusetts 
ake Partl: ' 
helped make Portland one o sical o> oe. aan ainda 
the country’s most used test % Brockton 137.5 101.1 100.1 7.91 


markets year after year. If 
your product’s right, they’ll 
sell it. 


To get the extra sales volume WATERVILLE 
you need in °57, make sure 
the Portland Newspapers are 


Busiest Sales Center 


among your first - choice in Maine 
media. You'll get king-size 
results in this big state-size Maine’s retail activity reaches 


its peak in Waterville — where 
sales are more than double... 
112% above... average volume! 


market. 


TY SALES AREA" 
— Sone The city’s high family income 


. . « $227 above the U. S. level... 


$812,731,000 INCOME partly accounts for it—but the 


big factor is the shopping traffic 

that pours into Waterville from 

PORTLAND MAINE northern Kennebec and Somer- 
7 set counties. 

The most sales-loaded market in 
+SEWSPAPERS Maine—and so easily sold from 
the inside. The Sentinel covers 
the city zone completely, gives 


PRESS HERALD EVENING EXPRESS you even more circulation out- 
side ... for a solid impact on 
the entire market’s $114 million 

SUNDAY TELEGRAM sales. 
78-688 DAILY 93,222 SUNDAY Waterville Sentinel 


Represented by 
The Julius Mathews 
Special Agency, Inc. 


Represented by The Julius Mathews Special Agency, Inc. 


106 SALES MANAGEMENT 


HIGH SPOT CITIES 


RETAIL SALES FORECAST 3, 
pee the Survey of 
ing Power for 
ful population, sales 
and income data 
on these cities. 


FOR MARCH, 1957 «6 


RETAIL SALES FORECAST 
(S.M. Forecast for March, 1957) 


City 
City City Nat'l 
Index Index Index $ 
1957 1957 1957 (Million) 
vs vs vs March 
1948 1956 1956 1957 
Massachusetts (Cont.) 
Fall River 111.9 938 92.9 9.44 
& Holyoke 140.5 101.8 100.8 6.76 
*% Lawrence 133.6 110.4 109.3 10.16 
% Lowell 127.1 104.1 103.1 9.50 
Lynn 127.7 100.0 99.0 10.41 
New Bedford 119.8 94.5 93.6 10.40 
& Pittstieid 143.9 101.9 100.9 7.22 
Salem 138.0 1009 99.9 6.11 
Springfield 142.3 1009 99.9 22.83 
*® Worcester 136.6 103.9 102.9 25.04 
Michigan 
Battle Creek 129.4 9.6 94.7 


=e —_ ee we 


$986 MORE 
Sales Per Family 


Kennebec County's families 
are far ahead of the rest of the 
state in spending. Their 
$4,804 average is $216 above 
the runner-up county’s . . 
$986 above the U. S. av-rage 

—and jumps the county trom 
sixth in population to third in 
retail sales! 


There’s only one way to sell 
Maine’s highest quality county 
market thoroughly—penetrate 
it . with basic coverage 
That means the Augusta 
Kennebec Journal, which sat- 
urates Augusta (state capital 


and county seat), provides 
blanket coverage of the sur- 
rounding county. 


AUGUSTA 
KENNEBEC JOURNAL 
AUGUSTA, MAINE 


Represented by 


MLN 
WAN 


i JuLIUS MATHEWS SPECIAL 
AGENCY, INC 


ee ee eee ee 


~ a 


Se OE UE A Ree 


Ricans =e ae Se ail 


MARCH I, 1957 


RETAIL SALES FORECAST 


(S.M. Forecast for March, 1957) 


Michigan (Cont.) 


w® Bay City 
Detroit 
Flint 
Grand Rapids 
Jackson 

% Kalamazoo 
Lansing 
Muskegon 
Pontiac 
Port Huron 

w Royal Oak 

Ferndale 


Saginaw 


Minnesota 
Duluth 
Minneapolis 
St. Paul 


Mississippi 
Jackson 
*% Meridian 


Missouri 
Joplin 
Kansas City 
St. Joseph 
St. Louis 

% Springfield 


Montana 
Billings 

*% Butte 
Great Falls 


Nebraska 


Lincoln 
Omaha 


Nevada 
®& Reno 


City 
Index 
1957 

vs 
1948 


150.5 
126.5 
166.0 
144.3 
137.4 
178.4 
150.3 
151.3 
173.4 
134.4 


230.4 
156.4 


127.0 
126.9 
117.5 


162.6 
58.4 


128.9 
116.2 
120.3 
122.8 
144.4 


147.9 
147.2 
145.3 


127.6 
126.9 


182.7 


New Hampshire 


Manchester 
w Nashua 


New Jersey 


Atlantic City 
Camden 
Elizabeth 


138.6 
155.5 


119.0 
128.9 
129.0 


City 
Index 
1957 

vs 


1956 


101.1 
95.0 
90.5 
94.8 
93.6 

107.3 
94.1 

100.0 
94.3 
94.6 


101.9 
99.8 


100.7 
99.4 
95.6 


98.1 
102.0 


99.8 
97.5 
98.1 
97.5 


103.1 


95.1 
103.9 
100.6 


95.6 
94.6 


105.1 


100.3 
103.1 


City 
Nat'l 
Index 
1957 
vs 


1956 


100.1 
94.1 
89.6 
93.9 
92.7 

106.2 
93.2 
99.0 
93.4 
93.7 


100.9 
98.8 


99.7 
98.4 
94.7 


97.1 
101.0 


98.8 
96.5 
97.1 
96.5 
102.1 


94.2 
102.9 
99.6 


94.7 
93.7 


104.1 


79.3 
102.1 


96.9 
94.6 


98.5 


$ 
(Million) 
March 


1957 


7.64 
215.59 
26.64 
28.15 
8.92 
14,38 
17.29 
9.14 
13.02 
5.82 


15.55 
13.43 


12.68 
74.76 
38.73 


98.18 
10.24 


7.06 
5.83 


7.06 


12.47 
32.01 


10.84 


9.66 


465 


ll 52 
14.77 
12.76 


RETAIL SALES FORECAST 


(S.M. Forecast for March, 1957) 
City 
City City Nat'l 
Index Index index $ 
1957 1957 1957 (Million) 
vs vs vs March 
1948 1956 1956 1957 
New Jersey (Cont.) 
Jersey City 
Hoboken 113.1 94.4 935 25.77 
Newark 117.9 97.8 %68 55.95 
w& Passaic-Clifton 155.4 103.0 102.0 17.02 
%& Paterson 128.4 103.0 102.0 19.24 
% Trenton 185.0 113.5 112.4 25.22 
New Mexico 
w& Albuquerque 271.4 107.1 106.0 25.30 
New York 
Albany 130.4 100.7 99.7 19.46 
Binghamton 118.0 94.7 93.8 10.88 
w® Buffalo 139.5 105.9 1049 75.29 
Elmira 123.8 95.7 94.8 7.38 
Hempstead 
Township 255.7 99.2 98.2 84.05 
Jamestown 116.7 969 95.9 5.60 
New York 119.8 97.7 96.7 787.75 
w Niagara Falls 145.5 101.1 100.1 11.64 
Poughkeepsie 146.9 99.5 98.5 7.96 
Rochester 142.9 100.0 99.0 48 86 
tw Rome 174.1 108.2 107.1 5.17 
Schenectady 1320 99.4 98.4 13.93 


B-0-0-M-I-N-G 
ROME 


Paces N.Y. Markets 


Rome is setting a fast sales pace for 
New York state—the No, | High-Spot 
City in the state for the past ten 
months... listed by Sales Manage 
ment for the sixth straight month 
among the nation's cities showing best 
sales performance. 


Now is the time to match your adver 
tising to Rome's progress...to the 
increased buying power added to 
Rome's pocketbooks by high industrial 
wages and the new $37 million payroll 
of the local Air Force electronics re 
search, supply and fighter base 
A.B.C. figures show that the 
Sentinel alone sells Rome 


ROME 
DAILY SENTINEL 


A.B.C. 17,303 
ROME, N. Y. 
Call, wire or write 
W. S. De Himer, Adv. Dir 
for complete merchandising and 
marketing services to supplement 
your campaign 


Daily 


107 


Only ONE 
Combination 
Opens This Safe 


I tle Fa 9,000 Tamilie ear! 
$42,528,000 income, buy $31, 
KOO.000 retail goods a market 
that can ubstantially affect 
tl quota ne W id ) the 
! ! Ne y } tate 
té 
And ea to me ith they ht 
mobi 0 The Little Fall 
Lime welcomed daily in 75% 
f the entire market’s home 
makes your advertising an effec 
tive part of a popular local news 
mitext ive it a voice n 
fan ly hopp ny cles ons No 
ther newspaper can open the 
market to your advertising 


Little Falls Times 
LITTLE FALLS N. Y. 


Represented by 
The Julius Mathews Special Agency, Inc 


Put Wings on 
Your Ohio Sales—SELL 


ELYRIA 


High family income—chiefly industrial wages 

and a steady flow of shopping traffic from 
the surrounding metropolitan area send 
Elyria's sales $23,108,000 ABOVE average 
proportions. Result: Elyria's sales production 
index tops all but two of Ohio's fifteen 


ntandard metropolitan centers 

You sales »pportunities in Elyria are extra 
big now and ncreasing rapidly as new 
multi-million dollar plants and shopping 
enters add more people, income and sales 


to the growing “Ruhr of America 


To sell this metropolitan market—one of the 


fifty fastest-growing in the U.S advertisers 


first choice is the Chronicle-Telegram, with 


ore news, more linage more impact 


Chronicle-Telegram 


“The Family Newspaper” 


ELYRIA, OHIO 


Circulation 22,094 ABC 9/30 56 
DOUBLE the Number of City Families 


Represented by 
The Julius Mathews Special Agency, Inc 


HIGH SPOT CITIES 


RETAIL SALES FORECAST s 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 


FOR MARCH, 1957 


RETAIL SALES FORECAST 
(S.M. Forecast for March, 1957) 
City 
City City Natl 
index Index index $ 
1957 1957 1957 (Million) 
v5 vs vs March 


1946 1956 1956 1957 


New York (Cont.) 


w& Syracuse 136.2 103.4 102.4 31.67 
Troy 111.6 96.1 95.1 8.63 
Utica 124.0 100.7 99.7 12.21 


North Carolina 


Asheville 151.6 99.2 98.2 1.96 
Charlotte 177.4 95.6 4.7 24.82 
tw Durham 145.6 104.2 103.2 10.31 
& Greensboro 186.4 102.8 101.4 19.21 
#% Highpoint 207.2 101.2 100.2 6.51 
te Raleigh 192.6 106.5 105.4 13.11 
Salisbury 184.6 98.7 97.7 4.62 
Wilmington 174.7 98.6 17.6 6.68 
#& Winston-Salem . 207.4 102.4 101.4 14.91 
North Dakota 
Fargo 129.7 99.9 98.9 7.21 
Ohio 
tw Akron 161.9 105.3 104.3 12.15 
Canton 1413 95.1 4.2 17.51 
Cincinnati 144.3 97.6 96.6 72.95 
w& Cleveland 142.7 101.0 100.0 135.54 
Columbu 166.3 100.8 99.8 62.70 
Dayton 166.7 9.5 1.5 46.62 
Elyria 157.5 16.3 5.3 5.4 
Hamilton 178.9 9B 74 10.04 
w® Lima 156.9 102.7 101.7 1.01 
Lorain 163.1 99.8 78.5 7.61 
Mansfield 175.5 4 17.2 1.39 
Middletown 148.5 12.4 11.5 5.41 
Portsmouth 144.5 1 95.1 5.91 
# Springfield 158.2 101.2 100.2 12.18 
te Steubenville 182.3 102.9 101.9 8.08 
Toledo 135.2 96.9 5.9 42.68 
Warren 172.9 100.0 19.0 7.51 
te Youngstows 157.4 101.7 100.7 27.44 
Zanesville 147.5 92 a 4 6.21 
Oklahoma 
w Bartlesville 181.7 108.2 107.1 3.40 
tw Muskogee 143.9 106.2 106.1 4.38 
Oklahoma City 167.0 99.1 8.1 39.59 
w Tulsa 170.1 102.0 101.0 31.80 


Now FULL 


OLOR 


in the 
ALTOONA MIRROR 


Add reader-pulling color, 
matched to your exact specifica- 
Altoona Mirrot 


tions in the 


every day . 


Use the combination you want 


Black plus 1-2 or 3 COLORS 


ALTOONA, PA.'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


Itoona 


Mirror. 


“RESULTS” can be 
a vague and 
elusive word 


lime and again, for advertisers 
in almost every possible category 
the Salisbury Post has produced 


vol ime sales 


When you use the Post. you 
in count on RESULTS . re 
sults you can see and feel and 
measure profitable results 


if vou please 


\ rich and responsive market 
leaning almost exclusively on the 
Post for its product knowledge 
is a safe place to invest some of 


your advertising dollars 


rr a ee mee ro 


TSAauissury Sunoay Posts 


Published in the Tri-Cities 
Salisbury —Spencer—East Spencer 
Post Office: 


SALISBURY, NORTH CAROLINA 


SALES MANAGEMENT 


HIGH SPOT CITIES RETAIL SALES FORECAST 


RETAIL SALES FORECAST ° ee rn see eee 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. : 


So 48 56 956 , . 
FOR MARCH, 1957 e 1948 19 195¢ l *seenese 


City 


City City Nat'l 
Index Index Index $ 


1957 1957 1957 (Million) 


vs vs vs March 


RETAIL SALES FORECAST Rhode Island 
(SM. Forecast for March, 195 Newport 130.5 4.9 94.0 3.24 
City Providence 111.7 95.5 94.6 29.47 — 
City City Nat'l Woonsocket 106.1 93.8 92.9 4.54 —_ 


Index index Index s ° 
1957 1957 1957 (Million) o8 above all don miss 
vs vs vs Marct 4 

1948 1956 1956 1957 South Carolina Penns m $e 


Charleston 150.0 96.4 5.4 10.93 


Columbia 157.9 99.2 98.2 14.41 largest market / 
Oregon Greenville 158.8 101.3 100.3 12.17 . 
Eugene 130.1 94.7 93.8 8.52 Spartanburg 115.3 97.0 96.0 6.49 You'll be missing your share of $79 
#& Portiang 147.6 1146 1133 69.84 million a year in retail sales if you 
te Sal 1321 1 miss the Bethlehem families that make 
ale 3 03 ) g . 4 
103 l up Penn’s 3rd largest market Beth 
-hem-Allentown! And it takes the 
South Dakota le Lilentowr 
GLOBE-TIMES to do the job right 
Pennsylvania maaan 93.0 97.9 96.9 00 (AN other papers combined don't 
w% Sioux Falls 176.4 102.0 101.0 5 88 reach even of them!) Are you miss 
Allentow 136.7 100.55 95.5 16.06 ing them or reaching them? 
% Altoona 116.8 101.5 100: 7.4 
tie tt ea The Bethlehem 
Cheste 146.4 991 98.1 1.50 Tennessee 
Erie 131.7 19.4 98.4 17.2 Chattanooga 150.9 99.3 98.3 20.82 & | 0 b c = (| nt 'd S 
W Harrisburg 145.9 101.5 100.5 16.75 Knoxville 129.0 9 91.0 18.66 
sestes 11: ame ae Rolland L, Adams, Publisher 
azleto ».6 , ; 9 3.9 t ».6 3 56 
: %& Memphis 146.6 103.0 102.0 O¢ Gallagher-DeLisser, Inc., National Representatives 
Johinstow 1276 1008 99.8 9.4 Nashville 158.6 100.7 99.7 31.16 
w& Lancaste 153.6 101.2 100.2 11.4 
te Norristow 180.3 105.2 104.2 6.54 
*® OF t 105.4 103.0 102.0 2.2¢ 
Philadelphia 130.1 99.3 98.3 222.53 Texas 
w Pittsburg 130.0 106.6 105.5 92.8 Abilene 140.2 96.0 95. 7.09 
Reading 121.7 14.8 13.9 13.86 Amarille 158.7 98.2 97.2 14.4] 
% Scranto 115.9 102 101.5 12.9 tw Austir 156.1 1020 101.0 17 
Sharo 119.7 95.0 94.1 4.33 % Beaumont 144.0 1026 101.6 13.59 a es 
Wilkes Barre 105.4 16.7 97 1.26 Corpus Christi 181.2 100.3 99.3 18.49 
Williamsport 125.3 98.3 47 6.11 Dalia 170.8 98.3 97.3 #7.90 - © 
York 158.0 5.0 4.1 10.48 w El Pas 194.4 105.3 104.3 22.79 or 00 
w Fort Worth 160.7 103.1 102.1 48.58 
te Galvestor 129.0 116.4 115.2 8.79 © Promote your food brand 
Housto 87 6.3 105.2 6.86 
rm a - ™ to a really hungry market! 
NEWPORT aioe 334 1023 101342 | 
: Woonsocket average family 
w& Lubbock 172.4 103.8 102.4 14 Be 
RHODE ISLAND'S Port Arthu 1528 995 98.5 784 food buying tops the R. |. 
RICHEST MARKET San Angelo 143] 6.1 5.1 681 and U. S. averages by 18°/,. 
7 € ] 44 c ‘ c 
No question about Newport being a pan Antonio 151.5 ws e 7.3 (SM 56 Survey) Remember, 
worthwhile market for advertisers—with Texarka 120.1 4 4 5.06 TOO . eo Woonsocket is a 
7 Tyle 147.0 18.2 7.2 6.7% 
OL 2 . ‘ 
SIIS.401,000 income $63,476,000 — retail separate city and there's 
ae . 5 i War 134.4 15.3 4.4 11.1% 
sales. And there's no question about the | local dail th 
7 ; 8 On only one local daily, the— 
onls way to sell it thoroughly—through Wichita Falls 147.9 4.4 ete . Y Y 


the newspaper that covers the city com- 


pletely and 62% of the entire counts 


WOONSOCKET 
CALL 


Representatives: Gilman, Nicoll & Ruthman 


Affiliated: WWON, WWON-PM 


Without the Daily News, you're bys 


passing the state's richest market 
& Oude 154.4 1086.6 107 


The Newport Daily News w Salt Lake City 176.1 1048 103 1.74 
Vewport County's Only Daily 


Largest Circulation 


ia Seuthera Rhede Islend Vermont COVERS RHODE ISLAND’S 
eo * oe * ies - et — to PLUS + MARKET 


The J is Mathews Special Agency Inc 


Do You 
Influence These 
Shopping Lists? 


Industrial workers and their 
families set big tables, go in for 
man-size lunch boxes—-spend the 
largest single portion of their 
incomes for food. 


Biddeford-Saco’s 
include more 


9,300 families 
than 7,250 of these 
wage-earners whose pay 
checks send the local grocery 
sales curve up like a rocket 
53% above average volume. 
Family food sales—$1,350—are 
$495 higher than the U. S. aver 
age. 


Biddeford-Saco is a preferred 
market for introducing new food 
products or boosting sales of 
established brands—and a sure 
thing when you use the Journal. 
90% coverage of Biddeford-Saco 
homes. 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multi-color letterpress, off- 
set or web-fed offset. Ample pa- 
per supplies available. 


For detailed information, write 


M, F. A. Publishing Department 
204 South 7th, Columbia, Missouri 


Exceptional permanent oppor- 
tunity for mature, experienced 
sales manager with proven ex- 
Must be able 


to reorganize and direct na- 


ecutive ability. 


tional sales organization of 


substantial, long - established 
manufacturer (one of the lead- 
ers in its field). 


perience with wholesale foods, 


Previous ex- 


provisioning or food equipment 


helpful. 
strictest confidence. Box 3337. 


reply held in 


Your 


HIGH SPOT CITIES 


RETAIL SALES FORECAST $ 


See the Survey of 
Buying Power for 
ful 


population, sales 


and income data 
on these cities. 


FOR MARCH, 


RETAIL SALES FORECAST 


(S.M 


Virginia 
Danville 
Lynchburg 
Newport News 
Norfolk 
Portsmouth 
Richmond 


Roanoke 


Washington 


Bellingham 
Everett 
Seattle 
Spokane 
Tacoma 


Yakima 


City 
Index 
1957 

vs 
1948 


West Virginia 


Charleston 
w® Huntington 
Wheeling 


Wisconsin 

w& Appleton 

t Beloit-Janesville 

& Green Bay 
Kenosha 

tw La Crosse 
Madison 

tw Milwaukee 
Oshkosh 
Racine 

& Sheboygan 

w& Superior 


Wyoming 
w& Casper 


Cheyenne 


» 358.7 


153.0 
132.3 


179.9 
144.1 
158.8 
130.1 
14L.6 
153.7 
144.3 
121.9 
123.8 
135.4 
128.5 


175.9 
146.3 


City 
Index 
1957 

vs. 

1956 


117.3 
101.8 
104.3 
94.4 
101.0 
98.0 
105.1 
96.6 
99.2 
104.9 
107 3 


104.0 
78.4 


Forecast for March, 1957) 


City 
Nat'l 
Index 
1957 

vs 
1956 


116.1 
100.8 
103.3 
93.5 
100.0 
97.0 
104.1 
95.6 
98.2 
103.9 
106.2 


103.0 
97.4 


i957 ° 7 


$ 
(Million) 
March 
1957 


RETAIL SALES FORECAST 
(S.M. Forecast for February, 1957) 
City 
Nat'l. 
Index $ 
(Million) 
March 
1957 


City City 
index Index 
1957 

vs vs. vs. 


1951 1956 1956 


CANADA 103.0 100.0 


Alberta 
& Calgary 
Edmonton 


147.9 
117.6 


123.3 119.7 
995 96.6 


British Columbia 
141.5 
131.2 


& Vancouver 
& Victoria 


Manitoba 
Winnipeg 104.9 
New Brunswick 


Saint John 113.4 


Nova Scotia 
& Halifax 


Ontario 


Hamilton 
London 
Ottawa 
& Toronto 
Windsor 


Quebec 
& Montreal 130.1 


Quebec 114.0 


Saskatchewan 
w& Regina 125.2 


1076.80 


107.62 
15.10 


Sales manager, now 44 and in 19th 
year with drug manufacturer, wants 
sales opportunity with progressive 
company. Strong on fieid contacts, 
sales meetings, conventions, agency 
relations, market analyses, sales fore- 
casts. Successful supervisory work 
since 1946. Income in low five figures. 
Please arrange interview by writing. 
Box 3336 


TOP SALES MANAGER 
AVAILABLE SOON 


Experienced in national and inter-national 
sales, sales promotion, and advertising. 
Enthusiasm and vigor with sound judg- 
ment. Prefer work for firm selling grocery 
trade through brokers. Good working re- 
lationship with leading food chains na- 
tionally. Will relocate. Contact Box 3332, 
Sales Management. 


SALES MANAGEMENT 


Acco Products, Inc. . meee nang ‘ 69 
Agency: La Porte 4 Austin, “Inc 

Advertising Checking Bureau, Inc. ....... 94 
Agency: Harris & Bond, Inc 

Aero Mayflower Transit Company ...... 47 


Agency: Caldwell, Larkin & Sidener 
an Riper, Inc. 


Akron Beacon Journal ... ‘ 21 
Agency: McDaniel, Fisher & Spelman 
ompany 
Altoona Mirror ....... sesseves SR 
American Credit tedomuite ‘Gempeny co. & 


Agency: Vansant, Dugdale & Company 


American Telephone & Telegraph Compesy 
(Longlines) .. vgs 
Agency: N. W Ayer a Son, Inc 


Architectural Record . .24-25, 97 
Batten, Barton, Durstine & Osborn, Inc. 6 
Battle Creek Enquirer .......... eee Oe 
Agency: Denman & Baker, Inc 
Bethlehem Globe Times .. sone Oe 
Agency: Harvey B. Nelson Advertisi ing. 
Agency 
Better Homes and Gardens ........2nd Cover 


Agency: J. Walter Thompson Company 


Better Selling Bureau .. oer er 3 
Agency: Allen, Dorsey & Hatfield. Inc 

EE 110 

Bill Brothers Publishing Corporation .....57-59 
Agency: The Schuyler Hopper Company 

Booth Michigan Newspapers ............ 28 
Agency: Fred M. Randal! Company 

Burgoyne Grocery & Drug Index ......... 2 


—— Guenther, Brown, Berne. Calkin & 
ithenbury, Inc 


Chicago Tribune .. 4th Cover 
Agency: Foote Cone ry Belding 

PEEP PE OTT OCTET ETE 10-11 
Agency: Gray & Rogers 

Cincinnati Times-Stor . 80 
Agency: The Chester C Moreland Company 

Cummins Business Machines ssmvense 
Agency: Waldie & Briggs, Inc 

Dell Publishing Company 5 
Agency: Robert W. Orr & ‘Associates, inc 

Des Moines Register & Tribune ..... . 85 
Agency: W. D. Lyon Company 

Detroit Free Press ............. 37 


Agency: Powell- Gayek "Advertising 


DuKane Corporation ... re a 
Agency: The John Marshall Ziv Company 


Elbe File & Binder Company 68 
Agency: Nathanson & Smith Associates, Inc 

MEE hedeaddcvieseseee< ‘ 9 
Agency: The McCarty Company 

Cc. H. Ellis Company 72 
Agency: Bull Advertising Agency 

Elyria Chronicle-Telegram anata 108 

Farm Journal ....... . 90-91 
Agency: Lewis & Gilman. Inc 

Peed Feed occcces . - TT 82 

First 3 Markets Group , owes 808 


Agency: Anderson & Cairns, Inc 


Goodyear Tire & Rubber Company . . 
Agency: Kudner Agency, Inc 

Greensboro News-Record : % 
Agency: Henry J. Kaufman & Associates 

Grit Publishing Company sows 45 
Agency: Gray & Rogers 

Gulf Publishing Company . bnke . 
Agency: Brennan, McGary, Robinson, Inc 

The Schuyler Hopper Company 53 

Industrial Distribution 8) 
Agency: Royal & DeGuzman 

Industrial Equipment News . 7 


Agency: Tracy, Kent & Company 


Kansas Farmer 48 
Agency: Potts-Woodbury, In 
Augusta Kennebec Journa’ : 107 


MARCH | 


1957 


ADVERTISERS’ INDEX 


Little Falls Times ee 


Los Angeles Times ptrenetebeneue 87 
Agency: Smalley, Levitt & Smith 


SRE: Henvaveceescsebes ; , 1 
Agency: Donahue & Coe, Inc 


McGraw-Hill og yom | Compony, inc 80A 


Agency: Fuller & Smith & Ross Inc 
Market Stotistics ...... —. 
Marsteller, Rickard, Gebhardt & Reed, 71 
Meriden Record-Journal .......... . 104 


os ~ ag Gordon Schonfarber & Associates 


RiGdlotown Press .....ccccccecvecs 104 


Gales Moraga 


ADVERTISING SALES 


DIRECTOR OF SALES 
John W. Hartman 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Sales Director 
Caroline Cioffi 


ADV. SERVICE MANAGER 


Madeleine Singleton 


PRODUCTION MANAGER 


Patricia Simon 


DIVISION SALES 
MANAGERS 
New York—Randy Brown Jr. East 
ern Sales Manager; W. £. Dunsby 
Wm. McClenaghan, Charles J. Still 
man, Jr., John C. Jones, Elliot Hague 
Howard Terry, 386 Fourth Ave.. New 
York 16, N. Y. LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West 
ern Advertising Director; W. J. Car 
michael, Western Sales Manager 
Thomas S. Turner, John W. Pearce 
333 N. Michigan Ave., Chicago | 
Hl, STate 2-1266; Office Mgr., Vera 
Lindberg 


Pacific Coast—W arwick S. Carpen 
ter, 15 East de la Guerra, Sante Ba: 
para, Calif., WOodland 2-3612 


Midwest Purchasing Agent 89 
Agency: Baisch Advertisi ing Agency 
Minneapolis Stor & Tribune a 


Agency: Batten, Barton, Durstine & 
Osborn, Inc 


Missouri Former . 110 
Agency: Brown Advertising Agenc Y 
Modern Machine Shop ‘ 12 


Agency: Julian J. Behr Company 


Motion Picture Advertising Service 70, 83 
Agency: Walker Sausey Advertising, Inc 
Notion's Business 26-27 


Agency: Gray & Rogers 


Notional Folding Box oe 
Agency: Smith, Hagel & Knudsen Inc 
New London Day . 104 
Agency: Gordon S« hontarber a Associates 

Inc 


Newport News . savese : 109 
Norristown Times- Herald 4 
Agency: St. Georges & Keyes, Inc 
Norwalk Hour 105 
Norwich Bulletin - ; . 104 
Penton Publishing Company 40-41 
Agency: Beaumont, Heller & Sperling Ine 
Edward Petry & Company, Inc. eeses 61 
Agency: The Wesley Associates, Inc 
Phoenix Republic & Gazette . 100 
Agency: Advertising Associates 
Portiand Press Herald-Express oeee 106 
Puck, The Comic Weekly 18-19 
Agency: Robert W. Orr & Associates, Inc 
Railwoy Express Agency , 67 
Agency: Benton & Bowles, Inc 
Research Institute of America 55 
Agency: The Schuyler Hopper Company 
Roanoke Times & World News 54 
Agency: The Kaplan Agency, Inc 
Rome Sontlasl ...ccccccscccccseces 107 
St. Paul Dispatch penenceode 49? 
Agency: E. T. Holmgren, Inc 
Sales Tool, inc 66 
Agency George F Koehnke, Inc 
Salisbury Post . 108 
Agency: J. Carson ‘Brantley "Advertising 
Agency 
San Jose Mercury-News 43 
Agency: Richard Jorgensen, Advertising 
Saturday Evening Post 93 
Agency: Batten, Barton, Durstine & 
Osborn, Ine 
Slick Airways ‘ 64A-D 
Agency: Harry W. Graff, Inc 
Sloves Mechanical Binding Company 70 
Agency: Posner-Zabin Advertising 
South Bend Tribune . ‘ 78 
Agency: Lamport, Fox, Prell & Dolk, In 
Southwestern Publishing Company 21 
Agency: Doyle & McKenna Advertising 
Agency 
Specialty Salesman Magazine 82 
Agency: Torkel & Gundel Advertising 
Stamford Advocate sees 105 
Steinman Stations, inc 4 
Agency: John Gilbert Craig Advertising, Inc 
Successful Oeraen 63 
Agency: L. E. McGivena & Comp. any, In 
This Week Magazine 13 
Agency: Benton & Bowles Inc 
United Air Lines ird Cover 
Agency: N. W. Ayer & Son, Inc 
ve Van Lines, Inc 23 
Agency: Kelly Lahrndt & Kelly, Inc 
WGAL-TV (Lancaster) 14 
Agency: John Gilbert Craig Advertising 
WHEBF (Moline, Rock-Isiand) 64 
Agency: Clem. T. Hanson Company 
WSJS-TV (Winston-Salem) ‘ 56 
Agency: Long-Haymes Advertising Agency 
Wall Street Journal 98, 99 
Agency: Martin K. Speckter Associated 
Waterville Sentinel 106 
Webster Electric Company 66 
Agency: Franklin Advertising, Inc 
Wheaton Van Lines, Inc. 9 
Agency: Poorman, Butier & Associates. |r 
Woonsocket Coll .. , 109 
Agency: Gordon Schontarber & Associate 
if 
Young & Rubicam, inc 22 
Zippo _Menufecturing Sempeny 46 


Agency: N. W. Ayer & S 


“Delaware Valley Almana in 
Today reports the coroner’s verdict 
on the death of a lion-tamer: “Some 
THE SCRATCH PAD« = thing he disagreed with ate him.’ 
suet o ee ot ° 
By T. Harry Thompson b Gray-flannel suiters will enjoy 
/ reading “Lasting Ideas,” a compila- 
tion by The Reader's Digest ot perti- 
nent remarks about advertising over 
the years. ‘The craftsmen among us 
will note the nice job of book-making, 


as well as the copy. 


\ dog has many friends says 7 


, . . . . ‘ in . ; 
Paus because the wag was put in “How big is too big?” asks a sub- 


] ] ‘ » . 
his tail tead of his tongue head in the  business-section of 


° Time. Can we skip that for a moment 


Department of Outrageous Pun and go on to the next question ? 
The Philadelphia Inquirer's Hugh a 
Scott cites the butcher selling liver to G-E prexy Ralph Cordiner thinks 
a swami whom he disliked. Naturally it would help in tuning a telechrome 
ee ee eee eee a = butcher put his thumb on the set (our phrase for color-T'V) if you 
scale 


as he hummed: “Weigh Down were an engineer. 


keep on dressing tor church afte 


pon the Swami’s Liver e 
day paper hits the tront por 


| 
The Gountry Drummer a And Jumble, the syndicated ana 
Which gives me the cheek to say gram, said a mountainous mouthful 
that, once more it’s Germany's turn in a clue at yéar’s end: “What the 
Fruehaut “TP raile gy: “Yes, Saar That's My world could use a lot of in 1957.” 
cason s greetings i the asi The answer? Kindness. 


\llmanac Su 


| 


i vh le 
I he re n the New 
No b ne like shoe 


Priceless Ingredient 


In the executives he hired, Andrew Carnegie rated a 
iwrence Welk certain Priceless Ingredie nt above the ability to peer through 
Dodge and 1 peep-hole in an open-hearth furnace and know the precis 
Piny Fitel moment when a heat was ready to pour. 

e upright int When the chips were down with the master maniac ot 
our tume in Fortress Europa, the free nations decided that 
General Eisenhower had the Priceless Ingredient, over and 
ibove all that he had learned at West Point and on the 
helds of battle 

Itisa que stion that come: up ™ hen hiring i sales Mmanayel 
or a salesman, a copy-chief or a copy writer, a master 
plumber or the helper who carries the blow-torch 

Other qualitic s, naturally, are we ighed in hiring anybody 
inywher« health, skill, « xperience, loyalty, and general 
reputation 

But the Pricel Inyredient stands out from all other 

ents like the Polar Star. It can make other abilities 

4 it can render them null and void 
us, in whatever job we tackle, must make this 
Ingredient our target for today ind tomorrow, 


he tomorrows that follow 


you haven't ilready guessed what this Priceles Ingre 


state it in basic English 


Ingredient is the ability to get along with 


MANAGEMENT 


United Air Lines will pick up and deliver 
your shipment... hold space for it, too! 


oy : \\’ RESERVED 
+ é Yip) wwneal SPACE 


9 it i A 


Want your shipment on a particular United Air Lines Examples of United’s low Air Freight rates 
flight ? Just say the words Reserved Air Freight.” 
This guarantees the pace you need on any flight you CHICAGO to CLEVELAND . . . 
NEW YORK to DETROIT 


DENVER to OMAHA 
if you wish. For further assurance, United’s system SEATTLE to LO: 


want. United will provide pickup and delivery service 


wide Customer Service will monitor your shipment all PHILADELPHIA to PORTLAND 
thy way to it ck stination SAN FRANCISCO to BOSTON 


Whines an 
Phere’s assurance, too, in United's frequent, high ments. Rate 


speed Air Freight schedules, including same-day DC-7 
Mainliners and 30,000-Ib.-capacity DC-6A Cargoliners 
coast to coast. All this is part of the new standard in 
Air Freight set by United. Specify UALY on your next 
airbill, then notice the difference 


Door-to-door service 


SHIP FAST...SHIP SURE...SHIP EASY UNITED 


ae sae 


How did a traveling salesman 


paint the town in Chicago? 


‘ 
Some come by train. Some by plane. And some 


by car or bus. But sooner or later almost every 
traveling salesman comes to Chicago. Including 
Charlie Baker 


And like most salesmen who visit Chicago, Charlie 


wanted to paint the town. Only Charlie’s mind wa 
trictly on business 


He represented the Cover-Up Paint Company, 
which was planning to promote its line in Chic ago 
And it was Charlie’s job to find out all he could 
about the market 


So he walked up the Avenue to a big building 
with a tower on top and asked to see a certain Old 


Master named Joe 


Say Joe,’ queried Charlie, “‘what can you tell 


) 


me about the paint brush and dauber set in Chicago 


And it just so happened that Joe could tell quite 
a lot. That’s because Joe worked for the advertising 
department of the Chicago Tribune and it was his 
job to know about the Chicago market 
SPs! , i 
(4% y GEL So here’s the pretty picture 
= * —J | . Joe painted for Charlie 
g° . ] . Evidently almost everything 
——. / \ that stands still in Chicago 
is about to be painted. According to a Tribune study 
192,000 metropolitan home owners plan to do out- 
ide painting — 180,000 to paint interiors. And 84 
of the interiors and 79°7, of the exteriors will be 
painted by amateur artisans 


And apparently you can’t tell a painter by the 
color of his collar. 88°; of the blue collar group and 
78°; of the white collar clan plan to wield brushes 
on interiors; 83°, of 
the exterior painting 
will be done by the 
boys in blue—73% 
by white collared 


weekend handymen 


Who’s the inspiration for most of these artistic 
endeavors? The little woman, natch. She instigates 
82°) of the home improvement jobs— actually helps 
on 34°7 of them. 


“Well, thanks a lot for this information, Joe,” 
said Charlie. ‘“‘“Let’s get out the dropcloth and lad- 
ders I can see there’s a big opportunity for the 
Cover-Up Paint Company in Chicago. But we'll 
certainly need a big thick advertising brush to 
adequately cover the market.”’ 


And before Joe could go into his dance about 
reader preference impact, or rate-per page-per- 
thousand, Charlie decided to do-it-himself and con- 
tracted for advertising space in the Tribune 


Now maybe you se!l packsacks or peanuts in- 
tead of paint. But if you want help in figuring out 
the potential or perplexities of the big Chicago 
market, remember to call on Joe. Nobody knows 
Chicago like the Tribune. Nothing sells Chicago 
like the Tribune. And Joe’s the one to paint the 
picture for you 


hicago Gribune 


THE WORLD S GREATEST N 


